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Rough Proofs 


Esso’s handsome premium for 
iltiple births should qualify the 
nner of a $500 award to b 
known hereafter to family and 


friends as an All-American triple 
7. F.F 


Incidentally, if Esso were to an- 
nounce that its birth awards are tc 
be repeated on New Year’s Day, 
1941, a lot of people would start 

aking arrangcments right now 
participate. 


, Ff F 


Now that the 
Lines know what to expect in plan- 
ning its South American cruis2s, it 
hould b2 able to do a lot of busi- 
ness with the membors of the Ama- 
‘cur War Experts’ Association. 


v v v 


Rose-tipped cigarettes for the 
ladies are the latest idea of Benson 
& Hedges. If this sort of thing 
keeps on, a he-man will be ashamed 
be seen smoking anything ex- 
cept a pipe 


to 


v v v 
With the University of Chicago 
retiring from intercollegiate foot- 
ball, the question which logically 
presents itself is whether the in- 
stitution got more and b>tter adver- 
tising from Bob’ Hutchins or 
Walter Eckersall. 
vw, 


Non Sequitur Department 
“Newspaper readers who follow 
the exploits top flight tourna- 


of 


nent golfers in the daily papers will | 


encounter copy suggesting that U. S. 
Royal will help eliminate some of 
their more glaring faults.”’—Cam- 
paign story in ADVERTISING AGE, 


7, Vw F 


It’s strange that no manufacturer 


has suggested that the way to be- 


come a heavyweight champion is to | 


buy the 


same brand of boxing 
gloves that Jack Dempsey used to 


Vear. 
- VF F 


General Electric appliances will 
be advertised in 1940 as “wife sav- 
ers,’ so the boys at Bridgeport can 
expect to receive many a letter from 
bashful bachelors saying, “Save one 
for me.” 

i 


lodent has modestly marked its 
hopeful entrant in the coughdrop 
derby LC, which may mean lower 

se to you but may end by being 

played everywhere in caps. 


= 7 


Cannon Mills added sheets to its 
ccessful towel line, and now Pep- 
ell sheets, well-known to all and 
indry, will help introduce towels. 
“ne good turn 
other. 
vey 
Three 


distillers suspended 


ng the pre-holiday season 
mproper trade practices” 
ist know 
rTOWS. 


will at 
where to drown their 


— = oS 


At last a new idea in retail adver- 
‘IsIng has been developed. A smart 
“OS Angeles merchant advertised 

after Christmas 
Christmas 


Copy Cus. 


to | 


Moore-McCormack 


certainly deserves | 


for | 


sale before | Photographic Review 


TEAM UP FOR COOPERATIVE PUSH 


She sale thal made history 


THE OFFER THAT BROKE ALL SELLING 
RECORDS IN AMERICAS DRUC STORES 


Dr. Wests- 
o = P , r 


McKesson & Robbins and Weco Products will participate in another joint pro- 
motion early next year, offering a special combination price for Dr. West's 
This copy is scheduled for The Saturday 
Evening Post. (Story on Page I1.) 


tooth brush and Calox tooth powder. 


Cox Consolidates 
Atlanta Holdings 
with Hearst Papers 


Atlanta, Ga., Dec. 21.—Cessation 
of publication by the Hearst-owned 
Atlanta Georgian and Sunday 
American, and designation of the 
Atlanta Journal as outlet for The 
American Weekly and Comic 
| Weekly kept. the. newspaper _ pot 
'beiling at fever heat here following 
purchase of the Journal last week 
by James M. Cox, Ohio and Florida 
publisher, three times governor of 
Ohio, and 1920 Democratic nominee 
for the presidency. 

Control of the 50,000-watt clear 
channel station, WSB, and a 
| minority interest in Station WAGA, 
{| Atlanta regional, were included in 
\the Journal deal, said to involve 
/approximately $3,500,000. 


May Separate Interests 


| Although the Journal will con- 
iinue to carry This Week for the 
time being, there were indications 
| that an early separation of interests 
|may be forthcoming. J. J. Hessey, 
advertising manager of the maga- 
|zine in New York, said that “the 
| Journal has distributed This Week 
from the beginning and will con- 
tinue to do so as far as I know.” 

The only other newspaper which 
distributes both The American 
Weekly and This Week is the Cleve- 
land Plain Dealer. 

In connection with the status of 
the Journal as a distributor of This 
Week, mention was made in pub- 
lishing circles of the possibility that 
the Atlanta Constitution might re- 
place the Journal as a member of 
the This Week group. The Consti- 
tution was also said to be nego- 
tiating for purchase of Station 
WAGA, operated by Liberty Broad- 


from | 
ng business in Pennsylvania dur- | 


|casting Corporation, with control 
|held by Norman K. Winston, of 
|New York. 

Sale and discontinuance of the 
Atlanta Georgian and Sunday 
(Continued on Pdge 2) 
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AMA Food 


—. 
[Seman] Repeater? bi popular demand / 
on 


fu re 
Calox Special ! 


DRWESTS WATER-PROOFED TOOTHBRUSH 35E 


SILHOUETTE TALES 


«+» healthful... senefying ::. wins you cheers from family 
trieods .. . plump, canter bases... lab brown cope 
++. savory molasses... iow of pork ...slow-cooked 
© give that wngy, sorth- tane, Order 

your grocer, today. 


BEAN HOLE BEANS ~~ 


A unique pictorial effect in small-size 
newspaper copy is achieved by Van 
Camp's Ific., by means of silhouetted fig- 
ures. In addition to the huntsmen shown 
above, the series includes a family, a 
dinner, a Pilgrim man and maid, a house- 
wife and a  quitarist serenading his 
senorita. 


Four A's Revives 
Plan for Consumer 


Relations Council | 
New York, Dec. 21.—The plan | 


pe 2 pleaded Guill 


_half ago by the American Associa- 
| tion of Advertising Agencies for the 
'creation of a Consumer-Advertiser 


Couneil to act an a combination When ‘Fix’ Failed, 
Tower Executive Says 


relations bureau, assumed a new 
form this week when incorporation 
papers were filed in Albany for the 
~ommittee_on Consumer Relations 
in Advertising, Inc. 

It was learned today that an 
organization meeting, to be attended 
by representatives of various ad- 
vertising factions, tentatively sched- 
uled for today, has been postponed 
until after the first of the year. 


Low, former comptroller of Tower 
Magazines, Inc., testified in United 
States district court Here this week 
that he did not change his plea to 
guilty in the mail fraud case against 
the bankrupt publishing company 
until 14 months after the indict- 
ment had been handed down, and 
only two months before the present 
trial began, because he had been 
assured by his former employers 
that the case would be “fixed” and 
would never be tried. 

Taking the stand against his for- 
mer employers with whom he was 
indicted, Mr. Low asserted that he 
changed his plea when he became 
convinced that the case would not 
be “fixed.” He declared that de- 
spite his plea, he was guilty only 
of possessing “guilty knowledge.” 

Mr. Low’s testimony, along with 
that of U. J. Gerdes, an investiga- 
tor of the Federal Bureau of Inves- 
tigation, highlighted the trial to 


(Continued on Page 22) 


Sought $1,000,000 Budget 


When the project was originally 
discussed in May, 1938, John Ben- 
son, president of the Four A's, 
mentioned as probable functions of 
the council the prompt adjustment 
of consumer complaints against ad- 
vertising or advertised goods; the 
combatting of anti-advertising 
propaganda, and the dissemination 
of facts about advertising in an 
effort to shape a more favorable 
public opinion. 

The required budget for the 
activity was placed at $1,000,000, to 
be raised by contributions from 
existing associations in the adver- 
tising field and from trade groups 
in allied fields. 


Last Minute News Flashes 
McDougall & Weiss Gets Twenty Grand Account 


Louisville, Ky., Dec. 22.—C. Palmer Parker, president of Axton- 
Fisher Tobacco Company, today announced appointment of McDougall 
& Weiss, Chicago, to handle advertising of Twenty Grand cigarettes, 
effective Jan. 1. Plans and media will be announced by the agency. 


Swenson Named Erwin, Wasey Merchandising Chief 


New York, Dec. 22.—Hilmer V. Swenson, who has operated his own 


marketing service in Chicago for more than 20 years, has been ap- 
pointed merchandising director of Erwin, Wasey & Co., New York. 


McCann-Erickson Advances Jameson, Lowrie 


Chicago, Dec. 22. — Promotion of John H. Jameson and G. Victor 
Lowrie and appointment of E. H. Benedict as manager of the media 
department, were announced today by Homer Havermale, vice-president 
and Chicago manager of McCann-Erickson, Inc. Mr. Jameson has been 
appointed vice-president and will continue as director of copy and plans. 
Mr. Lowrie has been appointed director of media and markets. Mr. 
Benedict, who succeeds Mr. Lowrie was formerly with Benton & Bowles, 
Erwin, Wasey & Co., and Paris & Peart. 


Socony-Vacuum Starts Low Price Gas Drive 


New York, Dec. 22.—Following similar action recently by Sun Oil 
Company and Esso Marketers, Socony-Vacuum Oil Company has re- 
leased copy in Michigan and Ohio newspapers featuring a new anti- 
knock low price Mobilgas. The drive is expected to assume national 
proportions shortly. J. Stirling Getchell is the agency. 


- 


“New York, Dec. 21.—F. Frederic 


Council Hits 


‘Vague, ‘Misleading Copy 


Raps Many Techniques 
That Have Been Used 
by Advertisers 


Chicago, Dec. 22.—A _ quietly 
worded, but unmistakable indict- 
ment of many advertising claims 
advanced for some food products 
was issued today by an organization 
whose power varies greatly from 
that exercised by either the Federal 
Trade Commission or the more pub- 
licized consumer groups. 

This organization is the Ameri- 
can Medical Association’s Council 
on Foods, a group of doctors and 
other experts who, in the past, have 
addressed themselves chiefly to 
members of the medical profession. 
Today they spoke in layman’s lan- 
guage to “mothers of growing chil- 
dren, nutritionists, teachers, dieti- 
tians and others interested in such 
work,” with publication of “Ac- 
cepted Foods and Their Nutritional 
Significance.” 


Lists Approved Brands 


The indictment portion of the 
book is brief, though admittedly 
significant. The book is actually 
presented as a listing of the 3,809 
brands which have won the Coun- 
cil’s approval up to Sept. 1. For 
these advertisers the volume will 
.be a.testimonial.~ © « 

The other advertisers are not 
mentioned by name and the Council 
has emphasized that many good 
products may not be included in 
the approved list simply because 
they were not submitted for analy- 
sis. 

Approved food products are listed 
along with name of the manufac- 
turer, description of the manufac- 
turing process and composition of 
the product. Various types of prod- 
ucts are classified for reference. 

It is the first portion of the book 

(Continued on Page 22) 


Ask $350,000 


Appropriation for 
Empire State Driv 


Utica, N, ¥., Dec. 21——An appro’ 
priation of $350,000 to advertis¢~ 
New York State and its tourist ad 
vantages was urged upon the legis 
lature by the Empire State Trav, \ 
Association at a meeting held here 
this week. The group of 25 mem- 
bers representing hotel and resort 
interests drafted a resolution to be 
sent to the governor, senate, as- 
sembly and various administrative 
officers concerned with state appro- 
priations. 

The resolution asked that the 
amount be made available to the 
Bureau of State Publicity, and that 
it be in addition to “whatever sum 
may be needed for the operating 
overhead” of the bureau. It was 
pointed out at the meeting that the 
governor’s tentative budget for the 
fiscal year beginning next July 1 
provides for an appropriation of 
$157,000. Last year the appropria- 
tion was $200,000. 

George J. Winslow, executive 
secretary of the Utica Chamber of 
Commerce and a member of the 
executive committee of the travel 
association, declared that the ex- 
pected continuance of the war in 
Europe and the re-opening of the 
New York World’s Fair will spur 
tourist migration to this area, and 
that it would be profitable to lure 
more visitors to the state. 
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State Barriers 
to Be Analyzed 
by Market Group 


Philadelphia, Dec. 21.—‘Barriers 
to Interstate Marketing” will be one 
of the program highlights when the 
American Marketing Association 
holds its semi-annual meeting at 
the Bellevue-Stratford Hotel here 
Dec. 27-29. The sales planning 
aspects of the problem will be em- 
phasized. 

Other major topics to be covered 
will be “Scientific Management in 


Marketing,” “Marketing in a Na- 
tional Emergency,” “Consumer 
Credit and Retail Distribution,” 


“Significance of Size in Our Eco- 
nomic System,” “The Census of 
Pusiness,’ and “Recent Books on 
Consumption.” The last subject 
will be debated in a joint session 
with the American Economic Asso- 
ciation. 


O’Mahoney vs. Tucker 


The discussion of the significance 
of size will bring together two 
noted speakers on opposite sides of 
the fence at a dinner meeting. Sen- 
ator Joseph C. O’Mahoney, chair- 
man, Temporary National Economic 
Committee, will talk on “Big Busi- 
ness and Big Government,” while 


Rufus S. Tucker, economist for 
/General Motors Corporation, will 
address the experts on “Concentra- 
tion and Competition.” Shaw Liv- | 
lermore, University of Buffalo, will | 
tell of “The Degree of Concentra- | 
tion Now as Compared with 1890.” 

The addresses on every topic will 
be summarized by a_ designated 
member, and discussion will follow. 


BUYS ATLANTA PAPERS 


Ames-Hard Expands 

Ames-Hard Company, San Fran- 
cisco agency, has opened a Los An- 
geles office at 426 S. Hill street, 
with Harold W. Cheshire in charge. 
The first account to the credit of 
the branch is the Hollywood-Plaza 
Hotel. 


Gets Breinig Paint 

Lee - Stockman, Inc., New York, 
has been appointed advertising 
agency for Breinig Bros., Hoboken, | 
N. J., manufacturer of Better Built 
paints, varnishes, wood finishes and 
other paint specialties. J. F. Koel- 
|lisch is account executive. 


| — 


Leaves Reliance : 
Harold N. Coleman has resigned | ° 

as sales promotion director of Re- New Office for Rapp 

liance Mfg. Company, Chicago, gar- Willard A. Rapp, manager of the 
ment manufacturer. He was| Northern division, Palm_ Brothers 
formerly advertising and sales pro- | Decalcomania Company, Cincinnati, 
motion manager for Maling Broth-| has taken new quarters at 6349 N 
ers, Chicago shoe chain. | Clark street, Chicago. 
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the Ford 


*% 
* 


i in the State. 


When Rude began in Cedar Rapids 
The Des Moines Register and Tribune 
had little circulation in his territory. To- 
day the story is quite different. 53% of 
his customers TOLD HIM 


regular subscribers 
ister .. 
15,350 families .. . 
Moines. 


Rude and Cedar 


typical of dealers in the 81 cities and 


towns in lowa, 


signed up as a dealer. 
line in Iowa ever since, and 
today is the second largest Ford dealer 


. as are 47% of all Cedar Rapids’ 


making up America’s 


VER thirty years ago Perry Rude, No. 7 Market* with a population of 
0 big-time Ford, Lincoln, Mercury 979,191. Dealers in these 81 cities and 
and Zephyr dealer in Cedar Rapids, towns last year sold 39,550 new cars... 


He's been selling 18,000 more than were sold in Cleveland. 
These dealers received the benefit of in- 
fluencing four out of five families through 


The Des Moines Sunday Register. 


Whether its 53% 
. 70% in Waterloo 
100% 
Sunday Register delivers merchandisable 
coverage in ALL of urban Iowa. Whether 


in Cedar Rapids 
.. + 95% in Fort 


Dodge or in Spencer, The Des 


they were 
to The Sunday Reg- 


its automobiles, apples or dentifrice, 
dealers KNOW that advertising in this 
great State newspaper SELLS merchan- 


dise. 


128 miles from Des 


Wise manufacturers know this rich 
Rapids are only and responsive market is reached through 
the ONE Iowa medium with a $1.74 


milline. 


Youu 


The D 


UNDAY REGISTER 


344,018 Sept. 30 six months ABC 


SOL GE™ 0 living lowans read The Des Moines Sunday Register—constituting America’s No. 7 market. Write for a free booklet on lowa’s Urban Market 


‘Affiliated with the Cowles Stations 


KSO. KERN WMT and WNAN? 
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Hearst Additions 
Consolidate Cox's 
Atlanta Holdings 


(Continued from Page 1) 


American followed swiftly on Gov. 
Cox’s purchase of the Journal. 
Formal notice appeared in Satur- 
day’s Georgian, which announced 
that it would cease publication with 
its Sunday issue and that feature 
news and services thereafter will 
| appear in the Journal. 

Elimination of the Georgian and 
| American gives the Journal a mo- 
| nopoly on the afternoon field in 
Atlanta, the morning Constitution 


being the other newspaper pub- 
lished here. Both have Sunday 
issues. 


James M. Cox, Jr., told ADVERTIS- 
ING AGE today that while it will be 
some time before circulation § sta- 
bilizes, results thus far “have ex- 
ceeded all expectations.’’ The Jour- 
|nal has had a daily circulation of 
about 102,000, compared’ with 
|79,000 for the Georgian and 96,000 


‘for the morning Constitution. 


WSB Remains With NBC 


Mr. Cox also denied published 
reports that Station WSB would 
become the Atlanta outlet for Co- 
lumbia Broadcasting System. He 
said that the station has a long- 
term contract with National Broad- 
casting Company. The rumor was 
inspired, he believes, by the posi- 
,tion of Station WHIO, Dayton, as a 
Columbia outlet. However, Station 
,; WIOD, Miami, also owned by Gov. 
Cox, is an NBC affiliate. 

New officers of the Atlanta Jour- 
nal Company are announced as 
follows: 

James M. Cox, chairman of the 
board; James M. Cox, Jr., vice- 


~~ ” ™s 


-.. 


J. A. Brice 


G. C. Biggers 


chairman; John A. Brice, president; 
George C. Biggers, executive vice- 
president and general manager; 
Dan J. Mahoney, vice-president; 
John Paschall, editor, and Horace 
Powell, circulation manager. 
| Mr. Cox, Jr., is general manager 
| of the Dayton News and Mr. Ma- 
honey, who is Mr. Cox’s son-in-law, 
is general manager of the Miami 
News. Mr. Brice was formerly 
vice-president and general man- 
ager; Mr. Biggers was _ business 
manager, and Mr. Paschall was 
associate editor and managing edi- 
jtor. Mr. Powell has been circula- 
| tion manager for several years. 
Headley Williams, formerly as- 
sistant secretary of the Georgian 
‘and American, becomes secretary- 
|treasurer of the Atlanta Journal 
| Company, succeeding the late L. J. 
| Williford. 


Cox Outlines Policies 


R. Brumby, 
manager, is advanced to advertising 
director and W. M. Cunningham, 
assistant advertising manager, be- 
comes local advertising manager. 
S. R. Dull, Jr., continues as national 
advertising manager, and S. G. Gar- 
vin as classified advertising man- 
ager. J. S. Pope will be managing 
editor and Wright Bryan continues 
as city editor. 

Gov. Cox, who is also publisher 
of the News and Sun at Springfield, 
O., issued a formal statement Mon- 
day outlining his policies. He said 
in part: 

“In my first approach to the read- 
ers of this paper, let a very vital 
thing be understood. The purchase 


James 


| 


|sales promotion and trade relations 


advertising | 


| Angeles, has been appointed to 
handle advertising of K-O-Ko! 
Company. Glendale, proprietary 


| formed 


| eight years, was formerly presiden' 


of the Journal is not a gamble or a 
speculation. It is a transaction in 
cash—cash, the product of my 
labors, savings and financial credit 
My only investment associates ar 
the members of my immediate fam- 
ily. My reason for this very per- 
sonal reterence is to make clea; 
to all that the Journal will remain 
a free newspaper, above coercion 
by any interest.” 

The Journal gave space on Page | 
Monday to reproduction of a tele- 
gram of good wishes from Presi- 
dent Roosevelt, who was a running 
mate with Gov. Cox on the 1929 
national Democratic ticket. 

Sale of the Atlanta papers re- 
duces the Hearst string to 15 dailies 


Chattanooga 
‘Free Press’ Buys 
Assets of ‘News’ 


Chattanooga, Tenn.. ec. 19.— 
The youthful Chattanooga’ Free 
Press yesterday announced pur- 


chase of many of the assets of its 
51-year-old contemporary, the Chat- 
tanooga News, which published its 
last edition Saturday. The statement 
by the Free Press said that its ac- 
quisition included the building, ma- 
chinery and equipment, good will, 
trade name and Associated Press 
franchise. When legal details are 
ironed out, the Free Press will oc- 
cupy the modern News plant, it was 
indicated. 

Roy McDonald, president of the 
Free Press, published evening and 
Sunday, is head of the Home Stores, 
a grocery chain. He established the 
paper in 1936. 


Employes’ Efforts Vain 


The crisis whicn rcsulted in the 
demise of the Evening News was 
precipitated when the paper failed 
to meet payments to a sinking fund 
established to liquidate bonds, in- 
terest, taxes and insurance under a 
1936 trust deed. George Fort Mil- 
ton, publisher of the News, in- 
employes of the paper's 
plight too late to save the day. The 
workers made a desperate effort to 
turn back the hands of the clock 
reducing their own salaries $706 
weekly and raising a fund of $15, 
000 to guarantee payment of the 
installment due. Their overtures 
however, were rejected. 

The Chattanooga News was es- 
tablished in 1888 by Jerome B 
Pound, who is still a prominent res- 
ident of the city. The late George 
Fort Milton, Sr., bought it in 1908 
and the paper passed into the hands 
of his son upon his death in 1924 
In March, 1939, the property was 
taken over by Chattanooga News 
Inc., under a ten-year lease from 
the Chattanooga News Company. 

The Times, morning and Sunda) 
will divide the local field with th 
Free Press under the new setup. 


Dell Names Dobie 
Eastern Manager 


Dell Publishing Company, Nev 
York, publisher of Modern Maga- 
zines, has appointed Duncan A 
Dobie Eastern advertising manage! 
effective Jan. 1. The publications 
are Modern Screen, Screen Ro- 
mances and Modern Romances. 

Mr. Dobie, who has been a mem- 
ber of the Eastern sales staff fo 


and publisher 
Publications, 


of Motion Picture 
Inc. . 


F. E. Ackerman Named 


F. Eugene Ackerman, New York 
has been appointed to direct the 


campaigns of the Julius Forstman! 
Corporation, New York, distributo! 
of Forstmann woolens. Before open 
ing his own public relations offic 
in September, Mr. Ackerman was 
vice-president of the corporatio! 


Joins McCann-Erickson 

C. J. Perrizo has joined McCann- 
Erickson, Inc., Chicago, as an 
sistant in the automotive group. He 
was formerly with the Unitee 
States Gypsum Company, Chicag° 
as advertising supervisor 
Agency for K-O-Kol 


Fred A. Lenfestey Company. Ls 


remedies 
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100 East Ohio Street 


my 
Eek 


re Chicago, Illinois 
4% a “f? Dear Mp, Crain, 
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if 

a Perhaps We are a little more ard=boileg in our advertisin- then a 
“2 600d many People are and demand hat trade Journal advertising 

5 Produces tangible result 

$ . 


I am very glad to tell YOu that we have 
2. 4) received leads from our ad in your Publication Which have 


Meany Publication, San send one a 


from Some body Seeking information 
the habit of answering any type of ad. 
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December 25, 1939 


Cooperative 
Group Recounts Two- 
Year Campaign 


[Editor’s Note: This is the first in 
a series of case histories tracing the 
background and development of 
comparatively recent arrivals in the 
ranks of advertisers. | 


Chicago, Dec. 22.—The ability of 
advertising to make a good business 
even better and the value of a con- 
sistent campaign over spasmodic 
effort emerged today as significant 
highlights in the advertising history 
of Allied Van Lines, Inc. This or- 
ganization is a group of over 600 
furniture warehousemen whose 
trucks will pick up you, your fam- 
ily and your household goods and 
set you down again intact any place 
in the country. 

The experience recounted today 
by officials of the group—a part of 
the National Furniture Warehouse- 
men’s Association—refutes the con- 
tention that a national advertiser 
must be big to be successful. 

In the two years that Allied has 
been a national advertiser its bud- 
get has approximated $30,000 an- 
nually, a modest sum, but one cred- 
ited as vitally important in build- 
ing a total annual business volume 
of $3,500,000 for Allied members. 

Allied’s advertising history actu- 
ally comprises two chapters: the 
period from 1928, when the group 
was formed, to 1937, and from 1937 
to the present. 


Return Trip Costly 


Not so many years ago long dis- 
tance hauls were looked upon with 
disfavor by warehousemen, or at 
least with mixed emotion. The haul 
itself was usually profitable, but all 
too often this profit was eaten up 
in the return trip cost of an empty 
van. Cooperative spirit prompted 


THE lowest cost sal 
motion in this three-quarter-billion dollar Kentuckiana market is 


done through . . . 


Trucking | 
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Allied Van magazine copy dramatizes 
the expertness and care which mark the 
organization's operations. 


group which garnered more than 
400 members within a few years. 
Headquarters were set up here with 
17 branch offices in key cities. 

Each member set aside from one 
to 12 trucks for Allied use. These 
were painted alike and were all 
equipped with the necessary gadgets 
for long-distance hauls. Rates were 


RiCIlicrs, wlad 


standardized under jurisdiction of 


the Interstate Commerce Commis- 
sion a few years ago. 

Initial attention was naturally 
concentrated upon developing a sys- 
tem that would facilitate transporta- 
tion of long-distance loads and cut 


ber was assessed a fixed proportion 
of his total Allied business, and 20 
per cent of this levy was placed in 
an advertising account. 


First Copy Was Sporadic 


As no advertising was done, this 
levy was usually returned each year 
as a “bonus.” 
tising was used but this was of a 
sporadic nature. It was sufficient, 
however, to inculcate the idea of a 
consistent, national campaign and 
in 1937, with the appointment of 
Jerome B. Gray & Co., Philadelphia, 
plans to this end were carried out. 

The agency’s first commission was 
creation of a booklet to be used in 
direct mail promotion by Allied 
members. The follow-up to this 
was a presentation by the agency 
which, after consideration, sold the 
group on the idea of a national 
campaign. 


Two Objectives Listed 


The campaign has had two objec- 
tives, directed at the general pub- 
lic and at traffic managers. Copy 
in Time, the only general magazine 
|used, has consistently sought to sell 
|the idea of efficient and reliable 
long-distance moving service to the 
man whose job requires him to take 


the country. 

Copy in Traffic World has sought 
to convince traffic managers of 
Allied’s value when the employer 
takes over the task of shifting an 
employe and his family to a new 
post. Distribution & Warehousing 
and Transportation Topics are also 
on the business paper schedule. 

Allied’s service actually covers 
other forms of transportation, as 
well as trucks, although Allied itself 
is restricted to truck business. Its 
members, however, through their 
affiliation with the National Furni- 
ture Warehousemen’s Association, 
are able to offer service in rail and 


joke.™ = | 55 


depositors ju 
(On INC ie 


es pro- 


Che Courier -Zonrnal 
THE LOUISVILLE TIMES | 


Represented Nationally By 


the Branham Company 


Yule Savings 
$1,060,000 


City Accounts Up 6 Pet. 
In 31,700 Accounts. 


: If Santa Claus doesn’t bring a 
} | bulging pack to Louisville it won’t 
|be the fault of 31,700 Christmas 
4 | Club savers who deposited $1,060,- 
| 000 in six city banks this year. 

- The aggregate amount is $60,- 
\ 000, or 6 per cent more than the 
/$1,000,000 distributed 
‘mas savings checks by the same 
/banks last year. 
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down return trip losses. Each mem- | 


Later, some adver- | 


up residence in another section of | 


SOLUTION TO VEXING PROBLEM 


Gentlemen, we offer you 
THE SHORTEST DISTANCE BETWEEN 
TWO LONG-DISTANCE POINTS 


Place your employe- 
transfer problems with 
Allied Van Lines and 
see them solved easily, 
quickly, safely, and 


& Sate economically. Enlist 


Eis 
. “~" the undivided respon- 


sibility of the world’s largest long-distance 
moving company and enjoy new efficiency 
It's as simple as A-B-C 


A. You refer co the classified section of 
your local telephone directory 

B. You locate a local Agent-Member of 
Allied Van Lines 

C. You call him 
The Agent-Member will speak for more than 
550 associate Agent-Members, located 
strategically throughout the nation. He will 


advise you, collaborate with you, help you 
impartially to decide whether to move by 
van, rail, or water. He will place at your 
disposal as many of the more than 900 mod- 
ern vans and 650 storage warehouses as you 
have use for. 


Allied Van Lines operates under the Federal 
Motor Carrier Act, 1935 is regulated 
by the Interstate Commerce Commission 

is a member of the Household Goods Car- 
riers’ Bureau and a participant in its tariff 
publications . . . carries Cargo insurance to 
the full extent required by law and 
offers you real all-risk transit insurance at 
the lowest rate obtainable 


Calla local Agent-Member now for employe- 
transfer counsel. He will gladly give you 
advice today that will help you solve long 
distance transportation problems tomorrow 


ALLIED VAN LINES, wwe 


THE WORLD'S LALGESTWEN LONG. Distance MOVERS 


AGENT-MEMBERS IN ALL PRINCIPAL CITIES - HEADQUARTERS IN CHICAGO AT 1018 SOUTH WABASH AVE 


water transportation and in provid- 
ing storage space. 

The schedule for Time includes 
13 two-column, two-color insertions 
annually. These appear most often 
during peak moving seasons of the 
year. Thirteen pages per year are 
used in Traffic World. 

Bulwarking the magazine copy are 
a variety of dealer aids offered Al- 
lied members through headquarters 
here. These are prepared by the 
Gray agency and are paid for by 
individual members. They include 
mats for newspaper copy, envelope 
stuffers, blotters and calendars. 


Sales Promotion Next 


While Allied’s advertising plans 
for 1940 haven’t been announced, it 
is likely that they will focus consid- 
erable attention upon development 
of a sales promotion plan to tie in 
with the national copy. Marion W. 
Niedringhaus, St. Louis, president 
of Allied, is particularly interested 
in this project and is expected to 
take it up in detail at the group’s 
/convention in Belleair, Fla., Feb. 5- 
9. Other Allied leaders who have 


been especially active in stimulating 
member interest in the advertising 
program include Walter P. Thei- 
bault, Chicago, chairman of the ad- 


vertising committee; Walter E. 
Sweeting, Philadelphia, and Milo W. 
Beakins, Los Angeles. Forrest Can- 
}non, secretary of the National Fur- 


niture Warehousemen’s Association, 
represents Allied at its main office 
| here 


Williams Chief of 
Industrial Editors 


| Luther Williams, editor of 

| Mid-Continent Petroleum Corpora- 
| tion’s “Diamond,” was elected 
|president of § the 
| Association of Industrial Editors at 


the annual meeting in Stillwater, 
| Okla. 
J. H. Leach, editor of “Shell 


| Progress,” house paper of Shell Oil 
| Company, St. Louis, was elected 
| first vice-president; C. E. Trout, 
| publications department of Okla- 
homa A. & M. College, secretary, 
and Jane Goode, “Klein Clipper,” 
| Oklahoma City, treasurer 


| . 
Eddy Shifts 
Robert E. Eddy has joined Gerth- 
|Knollin Advertising Agency, Los 
Angeles, as art director and produc- 
tion manager. He was formerly a 
partner in the Eddy & Newton 
Agency, Beverly Hills, and more 
recently art director and production 
manager of the Richard T. Clark 
Agency, Los Angeles 


When employes must be moved with their families and household goods over 
long distance’, Allied Van Lines offers practical aid in overcoming a difficult task. 


Ohio Standard Oil 
to Standardize 
News Broadcasts 


Cleveland, Dec. 21.—In anticipa- 
tion of a sharp expansion in it 
1940 newscasting, Standard Oi 
Company of Ohio has called radi 
reporters from seven stations t 
Cleveland for a luncheon Dec. 2 
at which a “style sheet’ will be 
adopted as a guide. 

Standard Oil regards its nine 
month sponsorship of the news 
an unqualified success and will vir- 


tually double its coverage nex! 
year. Contracts for six days 
week for 52 weeks have bee! 


placed with seven Ohio stations, the 
news periods ranging from five t 
15 minutes, and the number 0 
daily broadcasts from three to 12 
The contract placed with WTAM 
Cleveland, is said to be the largest 
single order ever received by tha! 
station. 

Other stations to be utilized f 
the “Sohio Reporter” are WHI 


the | 


Southwestern | 


Dayton; WKRC, Cincinnati; WCOl 
|Columbus; WTOL, Toledo; WPAY 
'Portsmouth; and WHIZ, Zanesvil! 
McCann-Erickson, Inc., Clevelané 
is the agency. 


| Booth Buys Control 


of Detroit Station 


John Lord Booth has bought 
_majority interest in Station WMB 
Detroit, and will become preside! 
and general manager. The stati! 
has been given a night power 
crease from 100 to 250 watts 

Mr. Booth, who is the son of 
| late Ralph H. Booth, former min 
|ter to Denmark and president 
| Booth Newspapers, Inc., is a minor 
| ity stockholder in Station WJBS 
| Detroit. 


| New Kalart Agency 


Kalart Company, New Yor 
maker of Micromatic Speed Flas 
|range finders, Sistogun, Synch 


scope and other photographic equ} 
ment, has placed its account W! 
Wildrick & Miller, New York Mag 
azines and other media will be use 


'Moule Joins Agency 

Tom Moule has resigned ‘ 5 
vertising manager of Ex -Ce!- 
Corporation, Detroit, to join Seller 
Wolfe Associates, Inc., Detroit H : 
Joseph Humphrey, formerly acv®" 
tising manager of Electromast 
Inc., Detroit, has taken the ™ 
Cell-O post. 
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* After a few lightning-like thrusts, the average national advertiser ends his 
newspaper campaign for the year. 


No other medium is called upon by national advertisers to do so much in 
so short a time. The “Blitzkrieg” strategy of sniping at a year-round consumer 
market with a few volleys of newspaper advertising has become so common that 
78% of the national food schedules in the Oklahoman and Times last year were 
ended for the year within 13 weeks. Almost half lasted 4 weeks or less; only 
1 out of 25 lasted the year through. And this happened, not only in Oklahoma 
City, but in practically every other U.S. city of 100,000 or more. 


Isn't it somewhat remarkable that, even under such adverse conditions, 
newspapers continue to be an advertiser’s most powerful selling medium? 


How much more effective ... how much more profitable would news- 
paper advertising be if its use were fully co-ordinated with the frequency 
schedules of other media? Though this strategy is practiced by only a small 


minority of today’s national advertisers, its wisdom and advantage is being con- 
spicuously confirmed. 


CASUALTY LIST 
OF NATIONAL FOOD SCHEDULES 


Below are compared the life spans of 102 national food schedules 
in the Oklahoman and Times during 1938 with those of 484 food ac- 
counts in national magazines and 105 using network radio (magazine and 
radio data from Publisher's Information Bureau). The mortality rate 
among national food accounts in Oklahoma City newspapers is typical 
of other U. S. cities of 100,000 or more. 


Out of Each 100 In News- In Maga- On 
National Food Schedules papers zines Radio 
Died within 4 weeks 46 25 5 
Alive, end of 13 weeks 22 49 80 
Alive, end of 26 weeks 11 25 48 
Alive, end of 39 weeks 4 11 32 
Alive, end of 52 weeks 4 4 21 


1 


@ This is one of a series of advertise- 
ments sponsored by The Daily Okla- 
homan and Oklahoma City Times in 
the interest of a better understanding 
between advertisers, advertising agencies 
and publishers. 


| 
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THE FARMER-STOCKMAN * MISTLETOE Express 4 WKY, OKLAHOMA CITY + KVOR, CoLorapo Sprincs *« KLZ, Denver (Affiliated Mgmt.) # THe Katz AGENCY, INC., REPRESENTATIVE 
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OKLAHOMA 


THE DAILY OKLAHOMAN © ORLAHOMA CITY TIMES 
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Perfume in Copy 
May Increase 
" Space Buyer's Woe 


"Smell"" Seems to Be 
Synonymous with "'Sell"' 


as Stunt Takes Hold 


Chicago, Dec. 21.—‘But my dear 
fellow,” said the space salesman to 
the space buyer, “you will surely 
want to put the Gadzooks Gazette 
on your list for the Kumkissme per- 
fume campaign. We have the smell- 
ingest inks you ever heard of and 
our paper is rated as one of the 
most odiferous in the country ac- 
cording to the last ABC report.” 

Conversation of this nature was 
reported in widely scattered adver- 
tising centers today as the advertis- 
ing world breathed in the latest 
sensation of an age admittedly filled 
with technological wonders. 

Copy that smells has become copy 
that sells for a variety of adver- 
tisers. As yet they have come only 
from the perfume and florist fields. 
The possibilities for future expan- 
sion, however, are gigantic enough 
to tilt the olfactory nerve of even 
the most hardened advertiser. 


Began in November 


The beginnings of this trend were 
reported in ADVERTISING AGE last 
month. At that time, there was but 
little indication of the widespread 
demand now evidenced. The pre- 
vious report referred to the experi- 
ment made by Charles Mayer & Co., 
Indianapolis retailer, in copy for 
Faberge’s Aphrodisia perfume. The 
Indianapolis Star poured four 
pounds of the advertised essence 
into the green ink that tinted the 
copy and doubtless gave the press- 
men assorted dreams of spring, 
love, etc. A newspaper in Atchi- 
son, Kans., conducted a _ similarly 
successful experiment. Next to fol- 
low suit were the Minneapolis 


Morning Tribune and Times Trib- 
une in more perfume copy for Pow- 
ers Mercantile Company. 

This week, as proof that the trend 
had taken hold in the effete east, 


1938 LEVEL MAINTAINED IN 1 |-MONTH NEWSPAPER RECORD 


the Rochester Sun ran full page 
copy for Sibley, Lindsay & Curr 
Company, who, oddly enough, also 
sell perfume. 


“Next Best” to Reality 


Copy pointed up the new tech- | 
nique: “Trust Sibley’s to do the. 
next best thing to holding a bottle. 
of ‘Honolulu Moon’ right in front 
of you! The illustrations on this 
page are scented with the odeur of 
this lovely new perfume, so that as 
you sit in your comfortable chair | 
and read, you may smell as well as 
learn about this fragrance.” 

First to break the chain of per- | 


fume advertisers was Allied Flor- | 
ists Association of Illinois, which | 
sponsored copy in the Chicago | 


Tribune this morning impregnated | 
with the odor of a bouquet of | 
Christmas Glory roses. The Tribune 
is the largest newspaper in which | 
the experiment has been attempted, 

1,035,000 copies being run off this) 
morning. 


Process Is Easy 


According to Theodore’ R. Sills, | 
agency for the florists, the only 
mechanical adjustment required 


was the use of a single ink foun- 
tain to feed the impregnated ink to 
the perfumed page. Copy promoted 
a wide variety of flowers, but only 
the odor of the roses was used to 
perfume the copy. Four parts of 
the attar were mixed with 96 parts 
of red ink. 

From the ever-progressive South- 
west came news of Brown-Dunkin 
department store’s perfumed copy 
which ran in the Tulsa Tribune for 
a Helena Rubenstein product, “Ap- 
ple Blossom” perfume. The news- 
paper, as has been the case in most 
other instances, devoted some edi- 
torial attention to the copy, point- 
ing out that “page three of the 
society section of this paper car- 
ries the first attempt by any news- 
paper in the Southwest to add the 


sense of smell to the use of the 
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NOVEMBER 1939 - 1938 LOSS GAIN 
CLASSIFICATIONS -40 -3 -20 -10 ¢ 10 20 30 
RETAIL 3.6% | 
GENERAL -1.5 
AUTOMOTIVE -31.3 
FINANCIAL -5.0 
Torar DisPray -0,1 
CLASSIFIED -0.2 
ToTaL ADVERTISING -0,1 
DEPAPTMENT STORES 3.7 
JANUAPY 1 to NOVEMBER 30, 1939 - 1938 
| | 
RETAIL 2.2 | 
GENERAL -0.1 
LUTOMOTIVE 12.6 | | 
FINANCIAL 6.1 | | 
Tota DisPray 2.4 | 
CLASSIFIED -0.9 | 
TOTAL ADVERTIGING tar 
DEPAPTMENT STORES a3 | 
| 
= - 40) - 30 -20 -10 s 10 20 30 


For the first || months of this year total newspaper linage was approximately the same as for the corresponding period of 


1938. 


printed word in conveying impres- 
sions. 

“Two and one-half pints (of the 
Rubenstein product) at $100 per 
pint were mixed with printer’s ink 
to obtain the unusual effect.” 

While definite reports are un- 
available, the Federal Trade Com- 
mission is watching the new de- 
velopment carefully. It opens a 
new avenue for checking in view 
of the claims of “misleading” which 
may be filed if the smell repre- 
sented in copy does not match that 
offered by the real product. 


Lydia Pinkham 
Weighs Extension 
of ‘Energy’ Theme 


Lynn, Mass., Dec. 20.—The “new 


energy” theme which Lydia E. 
Pinkham Medicine Company has 
tested in recent months may be 


adopted as the dominant advertis- 
ing keynote during 1940, it was in- 
dicated here today. At the same 
time it was made known that news- 
papers will receive the bulk of the 
company’s appropriation. 

About three-quarters of the Pink- 
ham budget will go into news- 
papers, with copy scheduled for 900 
dailies and 5,000 weeklies. The 
magazine list, although smaller than 
in past years, will comprise 58 
publications. Fifty-five farm papers 
will also be used as well as a lim- 
ited number of spot radio an- 
nouncements. 

Although expressing satisfaction 
with the results obtained from the 
test copy, Pinkham spokesmen de- 
clined to say whether a definite de- 
cision has been reached for con- 
tinuation of the theme next year. 
The appeal attracted widespread 
attention in advertising circles when 
it was introduced on the heels of a 
spectacular campaign launched by 
Knox Gelatine Company. The lat- 
ter appeal, directed at men, also 
emphasized the energy keynote. 

Erwin, Wasey & Co. is the Pink- 


|} ham agency. 


Two to Moser & Cotins 


Eberhard Faber Pencil Company, 
Brooklyn, has appointed Moser & 
Cotins, New York, to handle its ac- 
count. Magazines, business papers 
and technical publications will be 
used in 1940. Paul D. Newton Com- 
pany, Newark, N. J., has also ap- 
pointed the agency. Promotion of 
that company’s cosmetics will be 
handled by the Utica office. 


Lemp Beer Returns 


Wm. J. Lemp Brewing Company, 
St. Louis, has started a newspaper 
campaign in that city for its extra 
pale and original lager beers cele- 
brating their return to the field. 

Anfenger Advertising Agency has 
the account. The campaign may 
shortly be extended to other cities. 


> ite - 
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November Linage | 


in Newspapers 
at 1938 Level 


New York, Dec. 20.—Despite a 
nosedive in automotive advertising 
in November; total display in news- 
papers of 52 cities for that month 
was virtually the same as in the 
corresponding month of 1938, ac- 
cording to the monthly report of 
Media Records, Inc. Automotive, 
which has been the sensation of the | 
year in newspapers, made an abrupt 
about-face to show a decline of 31.3 
per cent from the linage of Novem- 
ber, 1938. Despite this loss, auto- 
motive has registered a gain of 12.6 
per cent for the first 11 months of 
1939. 

Retail advertising in November | 
was 3.6 per cent above a year ago, | 
offsetting losses in other classifica- 
tions to hold the decline in total 
display to 0.1 per cent. Department 
store linage was somewhat heavier 
than retail in general, registering a 
gain of 3.7 per cent. 

General advertising declined 1.5 
per cent in November; financial, 5.0 
per cent, and classified 0.2 per cent. 
For the first 11 months general is 
only 0.1 per cent back of 1938; 
financial is 6.1 per cent ahead, and 
retail 2.2 per cent plus. Total dis- 
play for the first 11 months shows 
a gain of 2.4 per cent. 


Consolidated Will 
Market Yeast Foam 


Northwestern Yeast Company, 
Chicago, has relinquished market- 
ing rights for Yeast Foam tablets 
to Consolidated Drug Trade Prod- 
ucts, Inc., Chicago, according to an 
announcement by T. R. Hair, sec- 
retary-treasurer of the former com- 
pany. Northwestern will continue 
to manufacture this product. 

Under this arrangement, Benson 
& Dall, Chicago, will be the agency 
for Yeast Foam tablets, as well as 
the long line of proprietary medi- 


| 


| 


,nounced “new era, 


emp automotive —_— sharply last month the total for the year is ahead of the 1938 pace. 


Conservative Copy 


to Mark Debut of 


Nuera Face Cream 


New York, Dec. 21.—A new facia! 
cream called Nuera Multiplex 
which looks like whipped cream and 
emits a sweet smell despite the ab- 
sence of perfume, will be marketed 
in January by Biological Labora- 
tories Sales Company, distributor of 


|the product. 


The cream will be launched with 
the aid of advertising in 3,000 news- 
papers. Copy for Nuera, pro- 
” will be devoid 
of many of the claims which have 
drawn others in the industry int 
conflict with the Federal Trade 
Commission, according to J. M 
Tees, who is handling the account 

The coined name “Multiplex” 
intended as a substitute for “all 
purpose” as used by other cosmetic 
advertisers in promoting product 
with numerous uses. Copy wil 
play up the variety of uses to whic 
the new product can be put, rang- 
ing from its application as a foun- 


dation to use as a cleaner. 

Copy will also point out tha! 
Nuera’s sweet smell is achieved 
from an active ingredient, and that 
the money which most manufactur- 
ers use to perfume their product i: 
being employed to purchase ingre- 
dients of a higher quality than usv- 
ally used. A three-ounce jar wil 
be sold in drug and departmen' 
stores for 75 cents. 


Crosby on Coast 


Leigh Crosby has returned to the 
Pacific Coast, joining Leon Living: 
ton Advertising Agency, San Frat- 
cisco. He was account executive fo 
Blackett - Sample - Hummert, _ Inc 
Chicago, for three years and late! 
vice-president of Gardner Adverti 
ing Company, St. Louis. 


Mrs. Garrett to Rankin 


cines and toiletries controlled by 
Consolidated. Hays MacFarland & 
Co., Chicago, will continue to han- | 
dle advertising of other Northwest- | 
ern Yeast Company lines, including | 
Magic Yeast and Animal Poultry 
Yeast Foam. 


Mrs. L. Dorothy Garrett, who he 
| conducted a sales promotion serv 
ice for the Pennsylvania Roadsié 
|Council, Philadelphia, for the pa 
three years, has joined Wm. # 
Rankin Company, New York, ® 
assistant to the president. 
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THEY TALK TURKEY Joins Corning Glass 

i Robert A. Whitney, formerly with 
Simplicity’s Prevue Magazine, New 
York, has joined Corning Glass 
Works, Corning, N. Y., as sales pro- 


motion manager of the Pyrex house- 
ware division. 


Lovell Names BBDO 


Lovell Mfg. Company, Erie, Pa., 
manufacturer of Lovell Pressure 
Cleansing Wringers, has placed its 
advertising account with the Buffalo 


| Norwich to Ex and the newspaper schedule is still in 
Women’s Groups Paind |process of formation Asin ihe ar 


. » Dr Ive on Tr iple to enlist professional approval. 
; - Though the main theme will re- 
to Purge Air of Use of Unguentine main the same, new situations and 
layouts will be employed to dram- 
' g| Norwich, N. Y., Dec. 21.—The atize the story. Copy will enumer- 
00 an un er ong = = ba wird key = ate three advantages for Unguen- 
Vs oe Lo -soreen _— ©! tine: that it fights infection without 
“modern antiseptic” for minor cuts stinging or staining the skin; 


. and bruises as well as for its fa- : oe — 7 
Networks, Advertisers miller use us 8 remedy for burte, quickly helps relieve pain; and pro 


. * * + ' motes healing usually without leav- 
Join in Discussion onjhas prompted Norwich Pharmacal ing a scar. p penn C. Gumbin- 


| il P Company to repeat the theme in an er is the Norwich agenc onan ne 
. Juvenile rograms expanded 1940 campaign. es ~ gency. Deep in conversation at the Westing- . 
; Space ranging from double col- , seaemermaae cnet inerns house distributors’ meeting in Mansfield, P 
New York, Dec. 20.—The efforts umn to 70 lines in national maga- “Chain Store Age” Moves ©. are S. D. Mahan (left), general ad- Ward President of Eddy 
{ women’s groups to purge the air vertising manager, and Allen Billingsley, Lee A. Ward, formerly vice- 


of extreme “blood-and-thunder” zines and newspapers will be used Chain Store Publishing Corpora- | president of Fuller & Smith & Ross. A 


next year. The magazine list will | tj i adis 1e- : : 

children’s programs were consoli- resin i hen 7 ase ey while ond en ke a ave | 50 per cent boost in the refrigerator 
dated this week with the formation 

of a Radio Council on Children’s | == 
Programs. Heads of the new or- 
ganization met with representatives 
of the National Association of 
Broadcasters, the three major net- 
| |} works, advertising agencies and 
sponsors, to present a set of stand- 
ards and consider plans for a survey 
of children’s radio fare. 


; Mrs. Harold V. Milligan, radio S , ae ; 
chairman of the General Federation P ‘ 7 oe oe nee ‘ 
of Women’s Clubs, is chairman of + bee ae eer a 
the new council. She disclosed that i. ; — : 
3 the unit had been sufficiently active ; aa. Ss. a 4 
> even before its formal debut to ef- ae . a f 
‘ ; nae ; er ; ‘ 
‘ ate ; ; ' ae c Ee " 


president, has been elected presi- 
dent and general manager of Chas. 
copy budget highlighted plans. H. Eddy Company, New York. 


A BPE 


tect the withdrawal of several hair- 
raising radio dramas. 

— It was understood that the banned 
programs included “Dick Tracy,” 
py sponsored by Quaker Oats Com- 
f pany; “Don Winslow,” Kellogg 


Company; and “Terry and _ the ee é - , 4 . as ae t Pa ( 

val Pee oe Ves ™ oO’) ww Biiicccoaen 
5 Offer Eight-Point Guide ” 2 \. w\i - ae : €31€21€ 31431 

The set of standards advanced by . ~ *- oe - | > Cn U. S. & i>) $2,116 


EFFECTIVE BUYING INCOME 


Per Femily 1938 


the Council at the meeting with the (Seles Management 1939) 
broadcasters yesterday specifies 
eight points which should be con- 
sidered in the production of juvenile 


radio programs: entertainment; dra- su 4 ‘ | : NG wn : : a < 7 : oe Ny ; HOME OWNERSHIP 


matie qualities; high artistic quality 1990 
and integrity; expressed in correct 
English and diction; appealing to a 
child’s sense of humor; within the 
scope of the child’s imagination; de- 
signed to stress cooperation in - tee - >< OP ee 
human relations; designed to stress a nd So ae 5 ms, U. S. 
cultural understanding and appre- a 
ciation. - . as ae E 

Although yesterday’s meeting was | i BR wr nt ; on. i . 
closed, it is understood that it con- - ' ; : aad 
cerned the mechanics of aaa | FARM BUYING POWER 
a survey. This study is intended to seach eam 
determine juvenile listenership in | 


we'kind of progams, not mewn in the SALT LAKE MARKET © | s.t. Marker $3,056 


the air, which children would en- | 


joy, and the factors which deter- feils 
mine the preference of youthful , U. S. $. a $1,898 


(U. S. Department of Commerce-Consumers Market Date 1939) 


i listeners. Another meeting will be Richness of the Salt Lake market soil is indicated by the (U. S. Cemus, Agriculture, 1930) 
Pena _ in con ” accompanying chart. Its depth is shown by the fact that 

; is expecte at the survey will 13 
| tha be conducted by members of groups there are more than three-quarters ofa million people here FARM VALUE 
ictur- represented in the council. Some of —potential customers for everything that’s made and sold 
<i these organizations are: General in America. 1998 Per Feom 


Federation of Women’s Clubs; 


- , 
| usu American Library Association; And the planti i ier i i as 
. wil ; : e planting of sales seed is easier in this market than 
) err United Parents’ Associations and : bs e : . S. L. Market fe $7,939 
tmen' Junior Programs, Ine. a national in any other comparable area in the nation. — 
non-commercial organizati hich . : 
provides poor go ec al ee That’s because the Salt Lake market is substantially served U. S. Arak $4,823 
tertainment for children. by one metropolitan newspaper medium—The Salt Lake (U.S. Dept. Commerce-Consumers’ Market Date, 1939) 
to th Appreach Is Conservative Tribune-Telegram. At one low rate (one of the lowest mil- 
vings : : ‘ a 
Pree Mrs. Milligan emphasised that her line rates in the entire publishing field) you can reach the AUTO REGISTRATIONS 
ve & group does not intend to condemn bulk of this alert, able-to-buy market. The Tribune-Tele- (10D igur OOD Peguhctad 
Cc > . . . . . . e . . Ld 4 
bers all exciting programs indiscrimi- gram is one of the first four American dailies in per cent 
agile nately, but to concentrate on pro- ; 
viding effective substitutes for some, of statewide home ——— io OR ee 
such as humorous programs. A t ‘ , >. L. Market - 897.5 
prog ype 
of show approved by the Council is For these reasons, more and more advertisers consider The 
ss ta represented by “Yesterday’s Chil- Salt Lake Tribune-Telegram a logical “A” schedule medium. U.S pag te 787 
serv dren,” a dramatization of the child- — ? 
adside hood of famous people heard over a (Seles Monogoment 199%) 
> past National Broadcasting Company | 
m. H network. 
rk, 2 Associated with Mrs. Milligan in | 
— Singer, radio chairman of the Unit- | eae onc a 
_— ed Parents’ Association, who is | , ! 
executive secretary of the Council. | UNIFIED | 2 59 
} Vice-chairmen include Mrs. Doro- *BIG CITY’We | -— ‘2 
| thy Lewis, New England Colony of | P k 9 4? oy 
AL if Women; Rita Hochheimer, depart- | MARKET ; ' ~ 43 
“rn of visual education, ' National | 
| Education Association; Dr. Alice V. 
sit Keliher, Progressive Education As- | 
ig sociation, and Mrs. Dorothy L. Mc- 
nth » adden, founder-director, Junior | 
Programs, Inc. | , 
ER | National Representative: The S It Le ke Tri . raed ae 
, REYNOLDS- a ake iIfi Yun a | ASSOCIATED 
Lewin Adds Sutton | FITZGERALD, Inc. e a e ele 3 ré m. WEEKLY 
a _&:E- Sutton, Jr, has joined A. W. MORNING AND SUNDAY EVENING ONLY 
Lwin Company, Newark, as direc- 
Le tor of real estate advertising. 
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Pepsi-Cola Expert 
Outlines Plan for 
Increasing Outlets 


Point-of-Sale, Local 
Copy Held Essential 
by Mitchell 


New York, Dec. 19.—A _ three- 
point plan by which the Pepsi-Cola 
Company hopes to increase its sales 
still further was outlined here 
last week by Don G. Mitchell, vice- 
president and general sales man- 
ager of the company, to the Sales 
Executives Club. 

The program, aimed at placing 
the product on sale in every possi- 
ble outlet, involves at least one 
piece of point-of-sale advertising in 
every outlet, and using enough local 
advertising to implant the idea of 
trying Pepsi-Cola in the minds of 
prospective purchasers who may 
later become customers when they 
see a sign at point of sale. 

Mr. Mitchell explained that it is 
difficult to uncover all possible 
outlets for a product even in a sin- 
gle market, let alone selling those 
retailers. According to the best esti- 
mate he was able to make, he ex- 
pected to find 60,000 outlets in New 
York City. An exhaustive effort by 
routemen who covered both sides of 
every street in the city uncovered 
more than 100,000 possibilities. 

Getting an order from these out- 
lets is handled by Pepsi-Cola in this 
way: First the route’ salesman 
makes three efforts. Then his 
supervisor tries. If still unsuccess- 
ful, the sales manager of the dis- 
tributor comes next, followed by his 
boss, the owner. If all these efforts 
meet with no success, the distribu- 
tor calls in a man from Pepsi-Cola 
for a final effort. 

“Pcuple don’t ask for what they 
don’t see,” said Mr. Mitchell in 
stressing the importance of some 
form of reminder copy at point of 
sale. Getting retailers to put up 
such displays is sometimes hard, 
but can be done, he said. 


Tells Co-op Copy Plan 


Pepsi-Cola’s local advertising is 
paid for jointly by the company and 
the distributor. The company does 
not pay the entire bill because deal- 
ers do not appreciate what they get 
free, he said. The entire burden is 
not placed on dealers because too 
often that would mean that the job 
would not be done, and also because 
of the need for coordination in the 
advertising story. 

Mr. Mitcheli expressed the opin- 


the name, code number and 


checker. 
background is Mr. Saunders 
hazy glimpse of the works 
stacked in chutes 


key. 


ion that it was “a good thing” that 
Pepsi-Cola did not do much adver- 
tising for many years. He declared 
that a product must be salable 
without advertising before it can 
be helped with advertising. 
Pointing out that the largest com- 
pany in the soft drink field was 
bought 20 years ago for less money 


than will be represented by its 
1939 earnings, the speaker cited 
four reasons for the rise of the 


industry. 

He mentioned, first, the distribu- 
tive system, and its avoidance of 
the heavy cost of erecting plants 
all over the country by issuing 
franchises to local bottlers who 
make their branded product from a 
concentrate provided by the manu- 
facturer. Development of trans- 
portation facilities has made it pos- 
sible for Pepsi-Cola to achieve na- 
tional distribution with 450 dis- 
tributors. 

Another reason for the rise of the 
industry cited by the speaker 
was the decision of leaders in the 
field to concentrate on a _ single 
product. The final reason cited by 
Mr. Mitchell has been the coopera- 
tion of the whole industry in ex- 
nanding the market for all compa- 
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nies concerned. Canned beer be- 
came an important factor in the 
brewing field without harming sales 
of bottled beer, he said. Soft drink 
bottlers have followed the beer 
industry in discovering the home 
use market. The six-bottle carton 
has been of great assistance, he 
said, and it has been learned that 
every season is a soft drink season 
and that there will be no reason 
for a winter slump as long as peo- 
ple get even more thirsty in heated 
homes during the cold months than 
they do duriag hot weather. 


Clabber Girl 


in Farm Papers 
Farm papers will be 


the chief 
ing powder, product of Hulman & 
Co., Terre Haute, Ind. A score of 
leading farm papers will be used. 
Good Housekeeping will be one of 
the few general magazines em- 
ployed. Arbee Advertising Agency, 
Terre Haute, is in charge. 


Beaumont & Hohman 
Gets TWA Account 


Transcontinental & Western Air, 
Inc., Kansas City, has placed its ad- 
vertising account with Beaumont & 
Hohman, Inc., Chicago. 


The appointment is effective Jan. 
1, 1940 


Directs Fabric Drive 
H. W. Fairfax Advertising 
Agency, New York, has been ap- 


pointed to direct a cooperative 
campaign for Morgan Mills, Inc., 
Laurel Hill, N. C. First insertions 
in February issues of women’s mag- 
azines will be supplemented by 
newspapers. 


Adds Four Accounts 


Grant & Wadsworth & Casmir, 
New York, has been appointed to 
direct the following accounts: Lujen 
| Publishing Company, New York; 
LaRay Boot Shop, Inc., New York; 
Almat Management Company, 
Brooklyn, and North 3roadway 
Realty Company, Brooklyn. 


Dobbs Drive Planned 


Hat Corporation of America, New 
York, is planning a_ five-month 
campaign for Dobbs women’s hats. 
Beginning in January, copy will 
appear in New York newspapers 
and in Harper’s Bazaar, Mademoi- 
selle and Vogue. O’Dea, Sheldon & 
Canaday is the agency. 


Ronson Testing Radio 

Art Metal Works, Inc., Newark, 
has embarked upon a test campaign 
for Ronson lighters, using spot an- 
nouncements over an early morning 
program of Station WJZ, New York. 
John P. Kane Company, New York, 


is the agency. 
| 


Clarence Saunders’ latest robot merchandising venture in 
Memphis, called the "Kedoozle,"’ works something like this. 
The customer at the left starts shopping, armed with her 
“pistol” which is inserted in a designated point of the 


glass-enclosed merchandise cases. 


Above, the customer is shown handing her "pistol" to the 
Incidentally, the nonchalant-looking fellow in the 


pass onto conveyors. 

deposited at the checker's desk when the latter presses a 

Full details of the Kedoozle operation appeared in 
last week's Advertising Age. 


1940 medium for Clabber Girl bak- | 


The “pistol” records 
price of the article selected. 


himself. At the right is a 
behind the scenes. Goods 
The order is 


THE CUSTOMER PULLS THE TRIGGER AND KEDOOZLE ROBOT DOES THE REST 


Stein to Hammer 
at Proven Themes 
in 1940 Promotion 


Chicago, Dec. 21.—Some of the 
advertising themes of 1939 will be 
repeated by A. Stein & Co., Chi- 
cago, on a larger scale in 1940, the 
company announced during its 
three-day sales’ convention here this 
week. Advertising will be in charge 
of J. E. Fleisch, who has been ele- 
'vated to the’ position of advertising 
|promotion manager. Mr. Fleisch, 
'who has been with A. Stein & Co. 
for 11 years, was formerly assistant 
advertising manager. He succeeds 
Joseph M. Kraus, recently appointed 
general sales manager. 


Both magazines and key newspa- 
{pers will be used heavily to project 
| themes of proven value to a larger 
audience in 1940. The style factor 
will again be emphasized with the 
|slogan, “Wherever you go, Paris 
|}means style,” in support of Paris 
garters, suspenders and belts for 
men. For promotion of Hickory 
Foundations, dress shields and sani- 
tary specialties for women, a semi- 
editorial style which produced grati- 
fying results during the past year 
will again be employed. 

Appointment of M. G. Schamberg, 
U. Murray and J. F. Sachs as Chi- 
cago divisional sales managers was 
announced at the convention. Mr. 
Kraus paid a tribute to the potency 
of a free press, which injects credi- 
bility into advertising messages, as 
| well as editorial columns. 


Achievement of Press 


| “Nowhere in the world can one 
\find comparable large-scale repro- 
duction achieved with such fidel- 
ity,” said Mr. Kraus. “The tremend- 
|ous mechanical progress made by 
our press has been exceeded only 
by its monumental contributions to 
our material and spiritual progress.” 
Other speakers at the convention 
included Sigmund Stein, president 
\of the company; Alfred R. Pastel, 
advertising director of Esquire, and 
|Walter L. Rubens, of Vanderbie & 
|Rubens, the agency. The latter two 
|addressed a special luncheon session 
jdevoted to advertising. 
| Magazines on the 1940 list include 


| American Boy, Boys’ Life, Collier’s, 


GIBBONS KNOWS CANADA [E 


MONTREAL 


WINNIPEG 


Esquire, Fortune, 
Housekeeping, 
Life, 

Story, 


Glamour, Good 
Harper’s Bazaar, 
Look, Mademoiselle, Movie 
Movie Mirror, The New 
Yorker, Parents’ Magazine, Radio 
Guide, Romantic Story, Screen 
Guide, The Saturday Evening Post, 
True Story, True Confessions, True 
Romances, True Experiences, Vogue 
and You. The trade paper list 
includes Apparel Arts, Corset & 
Underwear Review, Journal of 
American Medical Association, 
Men’s Apparel Reporter, Men’s 
Wear, and National Clothier. 


Chirurg Gets Part 
of Yale & Towne 


Yale & Towne Mfg. Company, 
New York, has appointed the James 
Thomas Chirurg Company, Boston, 
to work with its Stamford division 
on advertising and sales promotion 
for Yale door closers. The appoint- 
ment is effective April 1, 1940. 

The remainder of the account 
continues with Redfield-Johnstone, 
Inc., New York. 


New Rates for 


“American Home” 


The American Home, New York, 
has announced a new rate structure, 
effective with the issue of Septem- 
ber, 1940, and based on a circula- 
tion base of 2,000,000. 

While the agate line rate will 
advance from $9.20 to $10.50, the 
magazine said that cost per thou- 
sand has not been increased. 


Leaves “Spectator” 

William E. Crawford has resigne¢ 
as advertising manager of the Sat- 
urday Spectator, society paper of 
Terre Haute, Ind., to enter another! 
field. Carl E. Parks has joined the 
Spectator. 


Necco to B&B 

New England Confectionery Com- 
pany, Cambridge, Mass., has ap- 
pointed Badger & Browning, Boston, 
as its advertising agency. Radi 
and newspapers in Northeaster? 
states will be used. 


' . ’ 
Bogert to “This Week’ 
Elliott V. Bogert has joined the 
San Francisco office of This Week 
as trade contact representative. Hi 
| was formerly with Country Home 


Clemco to Collard ' 
| Clemco Desk Mfg. Company, Ch!- 
cago, manufacturer of fine office 
furniture, has appointed Clark Co! 
lard Company, Chieago, to handle 
its advertising. 


sowed J, J. GIBBONS LIMITED - ADVERTISING AGENTS ! 
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@ Advertisers have been keeping a weather eye on the 
(Queen of the American Home because they know only too 
well how easily the little gal who makes up the grocery lists 
and keeps the charge accounts active in the department 
stores can toss a monkey-wrench into the machinery of 
distribution. 

And because she is the sovereign of solvency for makers 
of dresses and dentifrices, corsets and cheese, cosmetics and 
candle-sticks, the Consumer Movement is now being spelled 
in capital letters by advertising executives who profess to be 
able to read the handwriting on the wall. They know they 
have got to answer her billet doux, or else. 

That’s why the Annual Forecast and Review Number of 
ADVERTISING AGE, to be published January 8, 1940, will 
tell all about the organized consumer and the progress of 
consumer education. This will constitute. we believe. the 


(othe Pee re Sea Ts AEC aR 
Ses Prmnl®, Pap, Sate ata Bae <> Fears "gh pT ee ty ee =) 4 


first complete account of the origin of the movement, its 
current developments and its implication to manufacturers 
and practitioners of advertising. 

All the other important trends of the year will be re- 
viewed, including the progress of government regulation, 
new developments among media, new techniques for test- 
ing copy and readership and all the other things which have 
excited advertisers in 1939 and may cause them to lose sleep 
in 1940. Maybe looking over this record will enable you to 
dodge a few headaches in your journey toward 1941. 

Incidentally, if any of our advertisers and prospects are 
reading this over your shoulder, we warn them that their 
copy for this issue must be in our hands not later than Jan- 
uary 4. 

P.S. This will also be our tenth anniversary number, but 
there’s no extra charge for that. 
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Christmas 


This issue of ADVERTISING AGE 
will reach our readers the day after 
Christmas, while the spirit of holi- 
day cheer and good will is per- 
meating the nation. The sharp con- 
trast between the good fortune of 
America and Americans and the 
ills of citizens of countries in so 
many parts of the war-torn world 
is such that regardless of individual 
problems and_ difficulties, every 
American can look about him with 
a feeling of sincere gratitude and 
thankfulness by virtue of his being 
a part of this favored common- 
wealth. 

In America free enterprise still 
exists, individual ambition § and 
energy have opportunity for ex- 
pression, and business can expand 
unshackled by regimentation and 
controls such as have been imposed 
upon industries ruled by dictator- 
ships. Even though many have 
feared that the extension of gov- 
ernmental regulation in the United 
States carried the threat of com- 
plete control, such a system is so 
utterly foreign to the spirit of 
American independence and _indi- 
vidual liberty that we are confident 
it will never be permitted here. 

In the meantime, conscious of its 


in America 


opportunities and advantages, 
American business should 
itself to the service of the 
public as never before. Business 
|exists to serve, and profit is justi- 
fied only as a measure of service 
|rendered. As long as business man- 
agement demonstrates its aware- 
ness of its responsibilities from a 
| social as well as an economic stand- 
| boint, the American system of indi- 
vidual enterprise cannot fail. 

Looking ahead to 1940, we can 
see all around us the changes 
which are pointing to a better day 
for business and the consumer. The 
spirit of America is essentially con- 
servative. The great masses of our 
population are eager to hold to the 
advances which have been made 
in standards of living, in steady 
progress toward the goal of general 
well-being, and in the research and 
technical improvements by means 
of which industry constantly im- 
proves its products and its services. 

New ideas for social betterment, 
it is now agreed, are not incon- 
sistent with the basic elements on 
which America was founded and 
which are held responsible for its 
growth and development to present 
world leadership. 


cate 


Management Functions in 
Advertising 


Business management cannot 
escape nor disregard its primary 
responsibility for the establishment 
of advertising policies. This is a 
statement which ADVERTISING AGE 
has made heretofore in discussing 
the problems of advertising from 
standpoint of accuracy, good 
and general acceptability to 
the public. 

The question is 
raised as to whether the 
of advertising is determined by 
management or by those whose job 
it is to plan and produce it. While 
the creative workers in advertising 


the 
taste 


occasionally 


must be able to originate new and 
effective ideas for ap- 
peals, the basic framework within 
which ideas dey eloped 
must be established by the decision 
of management, if only to conform 
to other general policies. 

This is not entirely an academic 
During the 
ADVERTISING AGE 
a thorough study, through a quali- 
fied research organization, of the 
way in which advertising policies, 
methods and expenditures are de- 
termined. Every important adver- 


consumer 


these are 


discussion 
months 


few 
has made 


past 


character | 


tiser and advertising agency was 
included in the study, and the per- 
centage of companies represented 
in the material tabulated was large 
enough to insure an accurate cross- 
section of the national advertising 
field. 

The conclusions drawn from this 
|study were clear. Management was 
shown to be functioning specifically 
in decisions as to size of expendi- 
tures and general policies, while 
advertising executives were defi- 
|nitely performing that part of the 
| work which naturally falls within 
|their responsibilities, the planning 
land placing of advertising and the 
determination of channels for 
penditures. 


eX- 


If management 
pre per 


is failing to give 
direction to 

through the’ establish- 
f sufficiently definite general 
policie it is 


activities 
ment 
vacating a 
The 


prime 


responsibility. character 


advertising, from the standpoint of | ’ 
its acceptability to the public, can | nr 


for the 
and more 

determination of its essential quali- 
ties by those responsible for them. 


be improved better by 


cleare} 


E. KEBBY, Secretary | 


rededi- | 


dvertising Age | 3 
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RECIPROCAL TRADE AGREEMENT 


odie 


ELECTRICAL 
APPLIANCES 


—Southern Hardware 


"It would make a swell Christmas present for your wife—she was just in and 
bought you an electric iron.” 


Ad-li 


bbing 


Night of Light 

After a long and strenuous tussle 
with our alter ego, we have decided 
that it is fitting and proper to re- 


Let's have every window bright 
with light this Christmas Eve- 
AMERICAS ‘NIGHT OF LIGHT” 


Ooms 


the 
advertisement 
torial column, even though the ad- 


produce 
in this august edi- 
vertising department thinks it 
would have looked ever so much 
better in full size on our advertising 
pages. 

Mr. Macfadden’s suggestion for a 
“night of light’ seems to us so apt 
an expression of America’s free- 
dom in a world which is so black 
that we give it our hearty endorse- 
ment, and pledge our personal co- 
operation. The advertisement ap- 
peared in a score or so of 
newspapers last Monday, and tele- 
grams requesting that Christmas 
eve be proclaimed “a night of light” 
were sent to hundreds of governors, 
mayors, business men, and heads of 
patriotic, labor, civic and religious 
groups. 

Flowers for Europe 

A publicity release advises us that 
the war-time ban on gifts of flow- 
ers by wire between the United 
States and England has been raised, 
and that Christmas gifts in the 
floral line can be wired to the Brit- 


ish Isles, Holland, Belgium and 
the Scandinavian countries. Only 
France, Germany and Italy are at 


present outside the flowers-by-wire 
belt, according to Albert Barber of 
the Florists’ Telegraph Delivery As- 


of | sociation. 


Mr. Barber also reports that roses 
ire the most popular offering at 
stmas, with poinsettias heading 


- 8!) the list of plants, and orchids, gar- 
understanding | denias. 


camellias 
We 
winners 


carnations and 
doing well in the corsage line. 
these popularity 


enclosed newspaper | 


refer to the domestic market; in the 
European market it is obvious that 


lillies have catapulted into first 
place. 

Anderson's Reward 

We've just received some _ in- 


formation from a well-qualified in- 
formant that makes us feel like the 
fellow who ran into a friend he 
hadn’t seen for a couple of years 
and exclaimed: 

“Say, Joe, swell 
that last year’ the 
netted you $50,000.” 

“Whereupon Joe _ replied: 
“Thanks, Mac, but you're a bit off 
base. It wasn’t last year, it was 
the year before. It wasn’t the junk 
business, but a barber shop. It 
wasn't me, it was my brother. And 
he didn’t make $50,000, he lost it.” 

In this column last week we re- 
ported the Reinbeck, Ia., Courier’s 
story that the Ford Motor Com- 
pany had sponsored Iowa Univer- 
sity football broadcasts and after 
the season was over alumni re- 
warded Coach Eddie Anderson with 
a Buick. 

Well, it seems it wasn’t the Ford 
Motor Company, but the Ford deal- 
ers of Iowa. It wasn’t the alumni, 
but the university. And it wasn’t a 
Buick, it was a pair of Mercurys— 
one for Anderson and one for an 
assistant. 


High Cost of Speaking 


A. C. Nielsen Company’s house 
organ contains a fascinating ex- 
planation of what it takes, in time 
and money, for one of the com- 
pany executives to make a speech, 
and why the expenditure is profit- 
able. It should do a lot to convince 
employes that executives aren’t just 
having a swell time when they go 
off to deliver an oration to some 
convention. 

According to the story, written by 
Mr. Nielsen, a typical speech costs 
$1,924.50, with some of the bigger 
items listed as follows: 

Special statistical work..... $450.00 

Salary of executives for pre- 
liminary conference _re- 
garding subject matter, 
selection of subject, super- 

vision of statistical and 

charting work, preparation 

of outline, rehearsal, de- 


going! I hear 
junk business 


livery, etc., etc. . 800.00 
| Large charts 224.00 
|Small charts .... 102.00 
Engravings for use in re- 
eer re 200.00 


The remainder goes for express 
charges, travel expenses, etc. Have 
you ever figured the cost of execu- 
tive speeches in this manner? 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa! 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1575. The Editorial Power of 
Local Farm Papers. 


A pictorial presentation of loca! 
farm paper editors from coast t 
coast is made in this brochure, is- 
sued by the Local Farm Paper Ad- 
vertising Managers’ Committee. The 
editorial staffs are geographically 
arranged from East to West across 
the country, and a map shows how 
the 23 local farm papers which are 
represented cover the rural markets 
of the nation. 


No. 1576. Early Morning and Late 
Evening Radio Listening Habits 
in the Northwest. 

Radio Station WCCO, Minne- 
apolis-St. Paul, has issued this 
study of listening habits at various 
early morning and late evening 
hours. The survey was conducted 
by Dr. Kenneth H. Baker, of the 
University of Minnesota. 

No. 1577. 

ness. 

A review of the past year’s busi- 
ness in the hotel and restaurant 
field, and prospects for 1940 are 
offered in this tabulation of answers 
in a survey made by Ahrens Pub- 
lishing Company. Plans for expan- 
sion and modernization, based on 
an optimistic outlook, indicate a 
bright year ahead. 


No. 1572. Modernization in 1940. 


Increased activity in moderniza- 
tion during 1940 is forecast in this 
survey issued by Buildings and 
Building Management. The study, 
which covers office and commercial 
buildings, and apartment buildings, 
contains product charts showing 
percentages of owners and man- 
agers planning to use this equip- 


Ahrens Survey of Busi- 


ment for modernization during 
1940. 
No. 1573. The Cash Register Test. 


A new copy testing plan is out- 
lined in this folder issued by Test 
Market Newspapers, a group of 
seven papers in Pennsylvania. It 
describes how the plan works, what 
it will do, the types of markets 
covered and cost of the service. 


No. 1574. WLS Family Album. 


This 1940 edition of the album 
issued annually by Radio Station 
WLS is a beautiful presentation of 
the men and women of the Prairie 
Farmer family. Scenes from the 
Barn Dance and other programs, 
and pictures of executives and per- 
formers make up 55 interesting 
pages. 


No. 1568. This National Market is 
a Year ’Round World’s Fair. 


The Florida Select List has 
issued this survey of gasoline con- 
sumption in Florida in 1938. Con- 
sumption is tabulated by counties, 
and by months, and sales of leading 
brands are shown. A newspaper 
readership chart is included. 


No. 1564. A Big City Market. 
In this new market study the 
Lexington Herald-Leader lists ten 
points explaining why Lexington, 
Ky., though listed as a small city 
in population, is a big city market. 
Each point is covered in detail in 
the course of the study, with facts 
about the population of the Lexing- 
ton area, retail buying, and agricul- 
tural and industrial activities. 


No. 1548. General Soap Survey. 


Retail distribution and rank of 
sale by brands are tabulated in this 
new survey issued by the Omaha 
World-Herald. The study covers 
toilet soap, laundry and packaged 
soaps, water softeners and cleaning 
powders. 
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December 25, 1939 


ADVERTISING AGE 


PICTURE SEQUENCE TELLS INSURANCE STORY 


One loose brick may cost 
you your home! 


... but it wont, if you buy insurance the NEW way / 


1. You wonlde't think ot dc 
1 well 


tHe MARTFOR DS WITTE 


<2) 


Picture Stories to 
Be Continued 
in Insurance Copy 


Hartford, Conn., Dec. 19.—Picture 
story technique will continue to 
dominate advertising of the Hart- 
ford Fire Insurance Company and 
the Hartford Accident and Indem- 
nity Company, according to details 
: the 1940 campaign released to- 
aay. 

The names of both companies 
will appear in insertions which 
will emphasize the “New Way of 
™ Suying Insurance” and the impor- 

tance of seeking the advice of com- 

petent insurance producers. 
A typical advertisement, sched- 
uled for appearance early next 
month, is headlined “One loose 
brick may cost you your home.” 

Copy beneath a photograph of a 

man stubbing his toe points out: 

“You wouldn’t think of doing with- 

out fire insurance on your home. But 

you can just as well lose your home 
» through a damage suit if someone 
» sets hurt on your property—or hit 
» °Y your car, or by your golf ball. 
Do the various policies you've 
taken out protect you against all 
the serious risks to which you are 


A i, halla a ha sate: Albi etn. 


Hartford Accident and Indemnity Company 
Hartford Fire Insurance Company 


HARTFORD, CONNECTICUT | 


tthe NEW way of buying in 
we t ‘ Cameds, catt 


exposed?” 
The schedule includes Business 
Week, Collier’s, Newsweek, The Sat- 
) rday Evening Post, Time and sev- 
al banking and credit publications. 


STANDARD ACCIDENT TO 

_ EXPAND 1940 CAMPAIGN 
P Detroit, Dec. 19.—Entering its 
enth year of consumer advertis- 
&. Standard Accident Insurance 
mpany today announced plans 
expansion of its 1940 drive 
ich will be institutional in char- 
ter although many insertions will 

ess specific coverage. 

‘he white space treatment which 
marked Standard’s copy in past 
. rs is to be continued with only 
v changes in layout. This copy | 
es most attention to a white | 
‘ce block that includes only a 
ill illustration at the bottom and | 
®xplanatory caption at the top. 
selling copy is limited to two or 
short paragraphs below the 


sae as 


|Osborn national 


The NEW way ss 
the smart way to Ie «& 
protect yourself 
_. 
against heavy _~ 
oe a; im 
2 When you her inserame. for P 


3. Padluk your 


FORM OF INSURANCE #& tr sf 


The picture story technique will continue to dominate 1940 advertising of Hart- | 
ford Fire Insurance Company and Hartford Accident and Indemnity Company. 
Typical magazine copy is shown here. 


block of white space. In one typical 
insertion the caption reads, “He’s 
helpful—and he lives next door.” 
The lower corner of the space block 
presents an illustration of this 
“neighbor” theme. 

Copy points out, “In your neigh- 
borhood there’s a man who’s friend- 
ly, capable and always available. 
He’s your local Standard agent or 
broker. 

“Call on him to make a survey 
of the hazards that menace your se- 
curity. You'll find him ready to 
help you choose correct insurance 
coverage for home, business, prop- 
erty and person, against loss due to 
robbery; forgery; automobile acci- 
dents; embezzlements; injuries to 
self, employes or public; and similar 
hazards—and eager to help you out 
of trouble when misfortune befalls.” 

Standard’s copy will appear in 
Business Week, Nation’s Business 
and Time. Twelve two-thirds pages 
will be used in Nation’s Business 
and 13 in the other two magazines. 
Banking and Credit and Financial 
Management are also on the list as 
are several insurance journals. 

In addition to the magazine 
an extensive direct mail and 
promotion program has 
planned which will include sales 
letters, folders, blotters, special 
booklets, posters and_ displays. 
N. W. Ayer & Son is the agency in 
charge. 


copy 
sales 


been 


Grand Appoints Jones 


Western Sales Manager 
Cleveland Co-Operative Stove 
Company, Cleveland, manufacturer 
of Grand gas ranges, has appointed 
William R. Jones Western division 
sales manager, with headquarters 
in Chicago. He will be responsible 
for sales in Illinois, Wisconsin and 


all territory west of the Missis- 
sippi. 

D. L. Edelmuth, vice-president 
and general sales manager, an- 


nounced that an Eastern sales divi- 
sion has also been created. 


Osborn for “Register” 
in Eastern Territory | 


| 


The Des Moines Register and 
Tribune have appoined Osborn, | 
Scolaro, Meeker & Co., national 


representative in the Eastern terri- 
tory, effective Jan. 1. This makes | 
representative of 
the papers in all territories except 
the Pacific Coast. | 


McKesson, Dr. West 
Seek Repetition of 
Combination Deal 


(Picture on Page 1) 


Bridgeport, Conn., Dec. 20.—Mc- 
Kesson & Robbins, Inc., and Weco 
Products Company, who teamed up 
two years ago on a special com- 
bination deal of Calox tooth pow- 
der and Dr. West’s tooth brush and 
sold more than 5,000,000 of the 
units, will attempt to repeat this 
merchandising coup early next 
year. 

The new offer consists of a reg- 
ular 30-cent can of the powder and 
a 35-cent tooth brush offered to 
consumers for 39 cents. The last 
time the combination was sold it 
commanded a price of 59 cents. The 
new low figure results from a re- 
duction in the price of the brush 
from 50 to 35 cents. 

The public will first learn of the 
offer through a color spread in The 
Saturday Evening Post. This will 
be followed by page _ insertions, 
some in color, in Life and Look at 
intervals during the 90-day period 
of the drive, which starts in Feb- 
ruary. A large schedule in drug 
publications will aim at persuading 
dealers to cooperate in the promo- 
tion by placing local newspaper 


space and giving prominence to dis- 
play material. These latter pieces | 
will be distributed to 30,000 stores. 
Consumer copy, both in text and 
illustration, is carefully divided be- 
tween reference to the brush and 
the powder. The special offer is the 
main theme and reference is made 
to the success of the original com- 
bination deal at the higher price. 
Sherman K. Ellis, New York, is the 
McKesson agency, while the Weco 
account is handled by J. Walter 
Thompson Company, Chicago. 


Opens Chilean Wine 
Commission Office 

Jorge Echeverria, U. S. Commis- 
sioner for the Central de Expor- 
tacion de Vinos de Chile, or Chile 
Wine Commission, has opened an 
office at 9 Rockefeller Plaza, New 
York. He will be assisted by Carlos 
Cabrera, former director of the ex- 
port information bureau, American 
Association of Advertising Agencies. 

Newspaper advertising, which re- 
cently began in New York under 
direction of Wales Advertising Com- 
pany, will be extended rapidly as 
new markets are entered. 


Cahill with “Glamour’ 

B. A. Cahill has joined the Chi- 
cago office of Conde Nast Publica- 
tions to represent Glamour. Mr. 
Cahill has been advertising manager 
of Bradley Knitting Company, Dela- 


‘New Representatives 


van, Wis., for four years. 


Bogner and Martin 


J. Joseph Bogner and John P. 
Martin have formed Bogner & Mar- 
tin, newspaper representatives, ef- 
fective Jan. 1. New York offices 
have been opened at 295 Madison 
avenue, Ashland 4-6698, and a Chi- 
cago office will be added shortly. 
The Hudson Dispatch, Union City, 
N. J., and the Times, Bayonne, N. J., 
will be represented nationally by 
the new organization. 

Mr. Bogner has been New York 
manager for Mitchell & Ruddell for 
three years. Mr. Martin has been 
in the New York office of Mitchell 
& Ruddell. 


Chicago Club 
Seeks Members 


Merritt R. Schoenfeld, National 
Broadcasting Company, has been 
named chairman for a membership 
drive by the Chicago Federated 
Advertising Club. Charles Lilien- 
feld, National Tea Company, is 
vice-chairman. 

Five hundred members are mak- 
ing personal calls on advertising 
men and women qualified for mem- 
bership. 


Joins “Economist” 


George C. Eyland has been placed 
in charge of the Cleveland office of 
Department Store Economist, New 
York. He was formerly western 
representative of Pictorial Review. 
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tion of Printing—from the prepara- 
tion of copy to the mailing or ship- 
ping of the completed job—are 


housed in this modern, fire-proof 


be handled efficiently and promptly. 
Located within easy walking dis- 
's Loop district, it 
is most convenient for buyers to 
drop in at our office and discuss 


their printing plans with us. 


PRINTING PRODUCTS CORPORATION 
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AYA 


OUR PLANT AT 124 WEST POLK STREET 


A Center of Printing Activity 


Complete facilities for the produc- = 


let, 


of any size can ; 
the 


to 


@ @ Every piece of printing 
produced in our plant is 
carefully supervised. Be it 
a Catalog, Publication, Book- 


of advertising literature, from 
each is handled by men with 
years of experience in the 
highest standard of quality. 


We welcome an opportunity 


your next job of printing. 


Broadside or other form 


very first step to the last, 


cooperate with you on 


CHICAGO 
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ADVERTISING AGE 


INFANTS’ WEAR—54% Chicago department 


stores know that the Tribune reaches Chicago's largest 
constant women audience. Consequently, during the first 
9 months of 1939, these retailers awarded the Tribune 
54% of the money they expended for infants’ wear adver- 
tising in Chicago newspapers. 


WOMEN’S SHOES—60% Because the Tribune 


is unequaled in its ability to get buying action from women, 


Chicago department stores and specialty shops spent in Tribune for “buys” in wearing apparel. Result: depo™ 
the Tribune during the first 9 months of 1939, 60% of ment stores and specialty shops allotted to the Tribune 


WOMEN’S CLOTHING—64% 5,2.) 


Chicago's largest constant audience of women scans the 


their budgets for advertising women's shoes in Chicago 64% of their Chicago newspaper budget for women> Biv 
newspapers. wear advertising during the first 9 months of 1939. 
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So successful is the Chicago Tribune in getting 
buying action from women that during the first 
nine months of this year Chicago department 
stores and specialty shops spent in this one 
newspaper 51% of their total newspaper appro- 

ition for women appeal advertising!‘ se SSP 


ment stores awarded this newspaper 59% of their Chicago news- 
paper advertising appropriations during the first 9 months of 1939. 


© PRODUCE DAILY crowds of women buyers — by the next two Chicago newspapers combined. 
Chicago department stores and specialty shops Reaching so many families, the Tribune has cov- 
rely chiefly upon newspaper advertising. With a erage of every income group and every neighbor- 
million-dollar-a-day sales quota to make they — hood in Chicago. Repeatedly, reading habit in- 
know that no other medium is so effective in get- _ vestigations show the Tribune to be the newspaper 
ting quick, volume sales action. women read and prefer. 
Concrete proof of the confidence with which No matter what you have to sell to the women 
these retailers view the Tribune’s ability to sell — of Chicago, you will do a better job if you build 


a their product to Chicago women is presented by your advertising program around the Chicago 

~ the way they select newspapers. During the first Tribune. 

ny 1¢ months of last year these retailers 

= spent in the Tribune alone 47¢ out of 
every dollar appropriated for women- 

} appeal advertising in newspapers. . . 
more than they spent in any three other 

Chicago papers combined! 

s During the first nine months of this 

year they increased the Tribune’s pro- 

portion to 51°0¢—more than was placed 

in all other newspapers combined. 

Day in, day out, every day of the year 
the Tribune reaches Chicago’s largest 
constant audience of women. Because 
they like its news coverage, its special 
features, its famous comic strips, they 
give to it an attention won by no other 
newspaper. They depend primarily on 

lribune’s advertising pages as their 
‘ide. 
l.very day of the week, Tribune cir- 


on in Chicago and suburbs exceeds 


W)000.* This is equivalent to majority 


ageof all metropolitan Chicago fam- All or LINENS CHINA GLASSWARE—67% 7 
practically as much as is delivered — J r al 


vincingly has the Tribune demonstrated its ability to produce 
crowds of buying women that Chicago department stores, during 
the first 9 months of 1939, invested 67% of their Chicago news- 


paper advertising expenditures for linens, china and glassware 
in this one newspaper. 


lribune general advertising rates per 100,000 
rculation are among the lowest in the country 


ITribune 
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Voice of the 


This department is a reader’s forum. 


Twins Were Rewarded 
Back in 1931 


To the Editor: The Esso Mar- 
keters offer for twins, triplets, 
quads and quints born on New 


Year’s day, reported in your Dec. 
18 issue, caused me to lift from the 
files this proof of an offer for twins 
born on Christmas Day, 1931. 

The W. A. Taylor Company states 


that several cases of Martini & Rossi | 


Vermouth were sent to parents who 
verified such arrivals. Leading 
magazines carried the copy which 
was handled and written by Clar- 
ence Vredenburgh, who was in 
charge of this account for seven 
years. The words “carriage paid,” 
referring to delivery of prize cases, 
were interpreted by one winner to 
mean a baby carriage and I under- 
stand the company was at some 
pains to convince the incredulous 
father of the accepted meaning of 
the words. 

Mr. Vredenburgh apparently al- 
ways had a penchant for “naturals” 
in copy, being the author of many, 
including the campaign illustrated 
by photographs of Goodyear Tires 
which had been badly battered by 
long road punishment, and long ago 
the Old Dutch color cover which 
advertised the three great cleansers 
as the sun, the water and Old 
Dutch. 
that was seen all over the world. 

RoceER S. FERRIS, 
New York. 
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Timely Reminder 

To the Editor: We are attaching 
hereto a photograph of a rather 
unusual display sign recently in- 


stalled for us by the R. C. Maxwell 
Company on Atlantic City’s board- 
walk. 
HERBERT SLIFER, 
The Dill Company, Norristown, 
Pa. 
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Asserts that Women 
Still Like “Milky Way” 

To the Editor: Because of 
great national interest upon the 
glass-paper miik container experi- 
ment which was introduced in 
Brooklyn, the report of a reliable 
survey (Market Research Corpora- 
tion of America) will undoubtedly 
be of much interest to your readers. 

Housewives in Brooklyn, where a 
vigorous attempt has been made to 
supplant glass milk bottles with 
two-quart paper containers, still 
prefer to go the “milky way” in 
glass bottles. The great majority 
have not accepted the system 
whereby the two-quart containers 
would be delivered to their homes 
every other day, as contrasted with 
the quart bottles each morning. 

A poll of more than four thou- 
sand housewives in Brooklyn shows 
a tendency to dislike all the impor- 
tant features of the new plan; the 
paper container, the two-quart size, 
the every-other-day delivery. The 
system has been offered widely in 
some parts of Brooklyn, but only 
one out of five women are using it. 
Even those using it are far from 
satisfied. Some of them say they 
have stopped the system already 
and others expect to do so. 

This was the problem studied: 
Under the conditions of this deliv- 
ery system, do people prefer to get 
their milk in glass bottles or paper 
containers” 

Of the 4,087 women interviewed 
in person, 2,710 or two thirds of all 
those questioned had been offered 
the milk deliveries under the two- 
quart paper container system. Of 
these, only 839 were availing them- 
selves of it And, even in the group 


Later this became a poster | 


DOUBLE SURPRISE 
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Martini & Rossi vermouth was a wel- 

come and unexpected gift to the papa 

of unexpected twins way back in 1931, 
says a correspondent. 


| == = 


|of acceptors, the survey showed 
that 35 per cent would still prefer 
to get their milk in glass bottles. 
A total of 1,871 women said they 
had not accepted the plan. 

There was a general tendency 
noted that the women preferred 
glass over paper containers, but the 
factor of every-other-day delivery 
also entered into the non-accept- 
ance of the system. 

Women with b&bies emphasized 
repeatedly that they would buy 
baby’s milk only in glass botles. 

Salient points of those women 
opposing the new system were 
summed up as follows: First, the 
paper containers themselves. Sec- 
ond, the infrequent deliveries. 
Third, the large size of the con- 
| tainer. 


STEVE HANNAGAN, 
New York. 
| ~ wv 


Full Information 
at a Glance 


To the Editor: The timeliness of 
the current advertising of our 
client, Gulf Life Insurance Com- 
pany, may be of interest to your 
readers. This campaign quotes spe- 
cific policies and premiums and 
brings this information to the pub- 
lic for the first time. 

This innovation in insurance pro- 
motion is receiving widespread 
comment among all insurance com- 
panies. 


the | 


A. P. PHILLIPS, JR., 


A. P. Phillips Company, Or- 
lando, Fla 


PEACE ON EARTH < 


GULF 


Advertiser 


Letters are welcome. 


INSURANCE COPY GETS XMAS SPIRIT 


Good Will toward Man f 


LIFE POLICY OFFERS YOU SECURITY ? 
ORDINARY LIFE 


Greetings 
To the Editor: 

Merry Christmas, Ma! 
‘Twas the month before Christmas 
And all through Good House, 
|I searched for suggestions 
On gifts for the spouse. 


There were toasters and mixers 
And glass coffee makers 

Egg boilers and gridirons 

And helps for home bakers. 


An electrical ice-box 
Shining all white 
Festooned and beribboned 
For Christmas delight. 


A swank vacuum cleaner 
With a full set of tools 
Breathed holiday glamour 
Beyond priceless jewels. 


A self-steering flat iron 
With four speed control 
To lighten Ma’s labor 
And bring joy to her soul. 


On a streamlined handsweeper 
To exercise on 

While quickly reviving 

Our worn Aubusson. 


There 
goods 

And hams wrapped with class 

And dishes to cook in 

Made of non-breaking glass. 


were walnuts and canned 


But despite this array 
Of Christmas delight 
My mem’ry insisted 
That all was not right. 


I missed an old standby 

In Christmas Good House, 

As I searched through its pages 
For a gift for my spouse. 


Had Smart Santa suggested 
To admen this year 

That Christmas on Monday 
Brought wash-day too near? 


Well—whatever the reason 
I still miss the ad 
Of the new Christmas washer 
With Ma Kissing Dad! 
M. J. B., 
New York. 


aa ae 


Forethought Better 
Than Afterthought 


To the Editor: P. S. usually 
points to an afterthought in a letter. 
To a lot of service station operators 
this winter it means forethought— 
“preventive service’ for motorists 
in the form of a winter check-up. 

Standard Oil stations are featur- 
ing the idea. There was a time, the 
Standard specialists declare, when 
service was rendered to the motor- 
ist only when he was in trouble. 
Today the precautionary check-up 
is in vogue. Like the dentist's 
check-up on teeth, it has become a 
wise means of avoiding trouble. 

What to do has been reduced to a 
10-point program, available to cus- 
tomers without charge except as it 
may call for use of products, 

While some of these checks are 
regularly made whenever a motor- 


This Christmas look to the future, give 


ez a a Annual Rote security to your wife and children 
ae — per $1,000 Think what peace of mind it will afford you 
. - Premiom and your loved ones to know that there will 
> =e always be a Santa Clause 
> ey You can assure this with a Gulf Ordinery 
5 >) nv Life Policy, keyed to your own needs and 
| #0 24.89 desires 
§ 30.20 
Bt) 3752 See Your Nearest Gulf Life Agent 


| 
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THERE IS A GULF MAN NEAR YOU 


GULF LIF 


INSURANCE 
COMPANY 


| STREAMLINED DISTRIBUTION IDEA 


The aman Side 


of a 


[nique Service 


SY €CDWIN C. HELE 


T Bewex ©. Ht, meted tattoo weutator and pruwstiot. met rooemsly wotie bee) 
| Ad friend 1.0), Beevet, tab rtery «ff Perret Merhe *, , j 
U { 


| wan famcimated by the whe waking. frown sts ime ytion. through 1 actaal 


+8 quarter -enllon«inlar eeterprise dete ated to 
i the rewtering of « amiyue ty pe al <rvine 


hematin sed iaruryaeation 


ter thee pontelee 


WW The idea behind Ferrel Meechandiners, tne. & very ste. hes a few questions. ae this seceeed to te the anh of the 


pile. as most Ing. coal things ae. A weique idea in tebern whole eoterpree. He answered most emphatically: 


distritation— <treambined te carry style mecrchamber pre We may not be the highest priced, we may mot he the 


duced by spectalixts in the varius fields ~strvight to the bowen t priwed, tat we will have hourst values —shways. The 
public—titerally te the customer's front deer That a! 


Ferrel Merchantioers. bac. 


prople whe rome the rae material ape entitled te an honest 
starts ns corres detribating prdit, the whe manafectare it ake are catithed to o Leir 
profit. The worker sad the eoller deserve an honest wage 


That doesn't mrss cheap merchandiae. It does mean homest 


style merchandi«s with » qualts reputation secoud te meme 
in it» field, 
AB of its eomirers of supply are sper tnltet= 


eaperte in thew vulwes the American way, and if aay ome of these feetors ix 


Geld, with on average experience of gewe than 34 years of strted. the castomer i» bownd te be the bower 
qnelity production, Their plants are vittuated ms aned parts 


of the country 


te evers ety amd town the company policy iv te heave 
This net only beads to 2 more equitable dix sales person: whe are comd citianne, known as euch. respected 


tribation of wealth, but watoralty cad vers mmportantly meth rs of the community, with a «take in it- welfare and 


davernales eonplo vimemt. ts foture 
When my friend Feerel come te the matter of mtrinen Truly an amazing idea, thix Peerel Meewhandivers, loc 
worth of his merchandior, aed the question of price | a-ked ore that seems te aie te be deetined to amazing succes 


FERRTL MERCHANDISERS AT YOUR SERVICE IM THIS ViciMITY 


MERCHANDISERS, INC. 


DISTRIBUTING CENTER. INDIANAPOLIS, INDIANA 
PHILADELPHIA SALES OFFICE 
Swine 2605, 7.5.6.5. Building « 12 5. 12th St. + Phone, Walnut 1190 


re for Bowes 
Lingerie and Np 


Hosters. 
vtixmem, Pom Mes 
Seats E raderseour, Nook wae and Spertewna: 


Ferrel Merchandisers, Inc., Indianapolis, is a new venture in direct selling which 

hopes to become an important factor in streamlining the distribution process. It 

will offer, through local representatives, both men's and women's furnishings. 

This copy appeared in Philadelphia; other insertions are scheduled for five more 
cities. Keeling & Co., Indianapolis, is the agency. 


ist visits a station, the whole series |otherwise be forced to expend later 
is provided only as requested. |for repairs. 
Carried out early in the winter, 
Standard Oil engineers declare, it 
may save the motor vehicle opera- 
tor serious money that he would 


CONGER REYNOLDS, 
Director of Public Relations, 
Standard Oil Company of In- 
diana, Chicago. 


EYES... 


‘Selling the 


| 


through the EARS 
Zz 
2g 9F 


Oregonian Station KGW builds sales for 
Columbian Optical Company 


DR. SID G. NOLES is a well known Portland name. His Columbian 
Optical Company is a business institution in the Oregon country. 
Harnessing the power of radio salesmanship to the professional ex- 
perience of his staff, Dr. Noles has increased his volume materially. 


Columbian’s 15 minute daytime radio program “Eyes of the 
World” is broadcast three times a week via KGW. Rounding out 
a year of special promotion over the air waves, Dr. Noles has the 
sales evidence before him when he says: 


“KGW’'s thorough coverage has enabled us to tell our story 
to a wide-spread audience. We consider KGW a definite factor 
in our continually widening sphere of optical service.” 


MORAL: Do as the “home folks’ do—sell your products or services 


to prosperous Oregonians over KGW or KEX. 


RADIO STATIONS OF THE 


OREGONIAN 


620 KC 1160KC 
000 WATTS DAYS 5000 WA 

e088 WATTS NIGHTS PORTLAND « OREGON CONTINUOUS 
NBC RED NBC BLUE 


National Representatives-EDWARD PETRY & CO. INC. 


New York Chicago Detroit St. Louis San Francisco Los Angeles 


a 
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REPORTERS’ FRIEND |12, and served as vice-president of Join Austin & Spector “Dental Survey” Bryn in Old Post 
American Press Association from 


Heywood Broun 


Broun, Organizer 
of Newspaper Guild, 
Succumbs at 51 


New York, Dec. 19.— Heywood 
Broun, renowned the nation over as 
i columnist and as the founder and 
president of the American News- 
paper Guild, died here yesterday at 
the age of 51. He succumbed to 
pneumonia after a four-day illness. 

Best known to the public as one 
of the most widely read columnists 
of the current era, Mr. Broun also 
exerted a powerful influence on 
newspaper publishing practices 
through his leadership of the first 
union which included both editorial 
ind advertising employes of news- 
papers among its members. 

The American Newspaper Guild 
was born in 1933, after Mr. Broun 
had written in his syndicated column 
that he planned to start a union for 
newspaper reporters. The Guild 
outgrew its original intention of or- 
ganizing only the editorial employes 
/f newspapers and now includes 
idvertising and clerical workers 1n 
ts membership. 

The son of the owner of a print- 
ng company here, Mr. Broun was 
nitiated into the newspaper busi- 
ness while an undergraduate at 
Harvard. In 1912, he joined the 
New York Tribune, and was as- 
sociated with newspapers here in 
i variety of capacities for the rest 
of his life. 


Raised Wage Level 


Becoming something of a legend | 


while still alive, Mr. Broun was an 
ictive worker in the cause of labor. 
He attributed his Guild activity to 
the feeling that newspaper em- 


1915 to 1920. He was later an ex- 
ecutive of Motion Picture Producers 
and Distributors of America, Inc., 
and was also with Fox Film Cor- 
poration. 


Hitchcock to Pay 
Agency Commission 
Hitchcock’s Machine Tool Blue 
Book, Chicago, will pay an agency 
commission of 15 per cent, accord- 
ing to a new rate card issued, ef- 
fective Jan. 1, 1940. Heretofore the 
publication has paid only a cash 
discount. 
The Blue Book’s new basic page 
rate is $100, a slight reduction from 
the old. 


Harry Dodsworth, formerly ait 
J. Stirling Getchell, New York, has | 
joined Austin & Spector Company, 
New York, as copy chief and direc- | 
tor of the plans department. Robert | 
Ewart and James Lehman have 
been added to the research staff, | 
and Philip Kaplan has been ap-| 
pointed assistant production man- 
ager. 


Gebhart Heads EIAA 


Walter H. Gebhart, sales manager 


of the industrial division of Henry 
Disston & Sons, has been elected 
president of Eastern Industrial Ad- 
vertisers Association, Philadelphia. 
He succeeds Malcolm K. Wright, 


Issues Diet Directory 


Dental Survey, Minneapolis, has 
issued a diet directory for dentists 
as the result of a survey among the 
profession showing increasing in- 


terest in dietary needs of patients. | 


The directory, issued in card in- 
dex form, lists the products of man- 
ufacturers in this field, together 
with analytical data on each prod- 
uct. It is being made available to 
all dentists at a charge of ten cents. 


Cole Opens Office 


Remsen J. Cole has formed Rem- 
sen J. Cole & Associates, public 
relations, at 1512 Walnut street, 
Philadelphia. He recently resigned 


advertising director, Baldwin Loco-|from Earle A. Buckley Organiza- 


motive Works. | 


ey 4 


HERE SEEMS no doubt about it—business will 
| be better in 1940. 


But, for business that ap- 


proaches boom proportions, look at those who sell 


goods or services to business and industry. For those 


ployes were underpaid, and his ef- | 


forts as head of ANG were instru- 
mental in gaining wage increases 
throughout the field. 
Mr. Broun was frequently at odds 
with his employers. When he became 
columnist for the old New York 
World in 1921 he quarreled with 
Ralph Pulitzer, publisher of the pa- 
over his protest against the 
‘ecution of Sacco and Vanzetti in 
celebrated case. Shortly before 
death, his contract for publica- 
n of his syndicated column, “It 
seems to Me,” expired with the 
Yew York World-Telegram and was 
renewed due to disagreement 
th that paper’s editorial policy. 
first column for his new em- 


yer, the New York Post, was his | 


Numerous notables, including 
ident Roosevelt, Governor Leh- 
n, Mayor LaGuardia and others, 
i tribute to him. His successor 
ead of the union will be deter- 
ed shortly by a vote of member 


, ters 


HICKMAN PRICE 


Beach, Fla., Dec. 19.— 
kman Price, former newspaper 
Publisher, author, lecturer and 
iculturist, died here last week 
‘ the age of 53. He was publisher 


Delray 


‘the Nashville Democrat in 1911- 100 E. OHIO STREET, CHICAGO - ° ’ 


companies whose products or services go into plants 


and factories, offices and stores, 1939 has already 


given an indication of what may be expected in 1940. 


Plants humming—orders booked far ahead—expan- 


sion programs underway—every indicator points to a 


year of activity in this field unparalleled during the 


last decade. 


The whole picture of business and industry's plans 


| 


| 


and needs for 1940 will be presented in detail in the 
January issue of INDUSTRIAL MARKETING, the an- 


| nual Forecast and Review number which always cre- 


tion. 
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ates exceptional interest. 


| Oscar M. Bryn has returned to 
Erwin, Wasey & Co., Chicago, as art 
| director, effective Jan. 1. Formerly 
with the ageney, Mr. Bryn has been 
free lancing for several years 


Feinberg Adds Two 


Feinberg Agency, Los Angeles, 
has been appointed to handle ad- 
vertising of Klein Jewelry Com- 
pany, Los Angeles, and Pressteel, 
Inc., El Monte, Cal. 


Monrovia to Sieck 


Monrovia Nursery Company, 
Monrovia, Ga., has appointed H. 
Charles Sieck, Ltd., Los Angeles, as 
its agency. Regional home and 


garden and farm journals will be 
| used. 


Here scores of merchan- 


dising and advertising executives who sell everything 


from heavy machinery to office and store equipment 


will outline their hopes and plans for the year—will 


detail the business opportunities presented in all fields. 


Editorial material like this insures reader interest that 


gives advertisers an opportunity too good to over- 


look—an opportunity to register their stories with 


active buyers when these buyers are looking forward 


confidently and eagerly to a year of high sales and 


substantial profits. 


There's expansion ahead in this field—get off to 


the best possible start by 


January Forecast and Review issue. 
December 29. 


telling your story in the 


Forms close 
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ADVERTISING AGE December 25, 


a | From First to Final 


Number Two in a Series of Picture Stories. Marschalk 
& Pratt, New York, at Work on the La Palina Account. 


1. A LA PALINA campaign is under way with Barrett Brady, Marschalk & 

Pratt copywriter, doing the heavy thinking. He's at work on what eventually 

will be the "What a Pal" copy, described below, and which eventually 
appeared in a long list of newspapers. 


2. PRE-TESTING is a potent factor in the M&P merchandising setup. Sev- 3 

eral varialions are conceived for each piece of copy turned out. Here's 

Mr. Brady going over some roughs with S. H. Giellerup, vice-president and 
copy director. 


INDICATIVE of the scope of the agency's pre-testing are the 18 layouts, in sets of six, which in this instance were submitted to 
600 cigar smokers and dealers at counters throughout New York. The question: "Which of these ads would interest you most?’ The 
choice: ‘What a Pal is La Palina."’ At the cigar counter here are Marc Conlan (left), assistant contact man and a member of his 
field investigating staff at the right. 


LAP. 


“..and what a 


No. |C 9272 
C. D. 


AR 
WRI 
cD 
TR 
CT 
CL 


it turned out to be!” 


“For a real friendly smoke . .. for a 
cigar that seems to get better, every 
year you stick with it... give me good 
old La Palina. Mild as they make 
‘em —e¢ven milder on your pocket- 
book. Five cents certainly ta/ks 

sense—when it buys La Palina.” 


a) J 
_A 


7. (Fer left) IT'S THE client's turn to approve efter the agency executives hev? 

affixed their initiais. David A. Jenks, vice-president and general manager © 

Congress Cigar Company, okeys the proof as W. E. Johnson, M&P contact me" 
and Mr. Conlan look on. 


4, FOLLOWING the field test survey, 


the winning advertisement is whipped 6. 
into shape through the joint efforts of 5. THE FINISHED ad is posted on the 
the copywriter and Ralph Mutter, art agency bulletin board by Traffic Man- 
director (above). ager Virginia Simpson. Final okays are 

still to come. 


A LABEL like this appears 
on all completed M&P layouts, 
indicating inspection and ap- 
proval by all who have par- 
ticipated in the job. 


8. WITH ALL preliminaries completed the ad returns from the printer e° 
engraver to be checked by Arthur Moore, production manager, and Mary Lou's 
Donovan, proof reader. 


9. AND “WHAT A PAL" (above) starts to make friends for La Palina whe" 
Space Buyer George Trimble issues insertion orders for the copy to appeér ™ 
sports pages of 120 newspapers. 


a ~~ 
7 | 


‘ | Mutual Life to J-W-T 


: Mutual Life Assurance Company Harry J. Hawkins, formerly with Ellison M. Whitney, formerly with John J. Hagan, formerly general Borden Company, New York, 5* 
, } of Canada has appointed the To-| the National Process Company, New| The Saturday Evening Post, has|manager of M. H. Hackett, New| appointed National Export Adve" 
. on ronto office of J. Walter Thompson | York, has joined Flack Advertising | Joined the minute movie sales staff | York, has joined Brown & Thomas |tising Service, New York, to dire 
. ' Company to direct its account, ef- Agency, Syracuse, as an account| 0! Jam Handy Theater Service in| Advertising, Inc., New York, as advertising and merchandising in 
+ fective Jan. 1 executive. New York director of media. export markets. 
wo | | 
Elected to ANA R C Adams Clothes to Korn Two Appoint Mines ‘Brown Joins Swafford 
aymer on Coast n “- onry : Cc » New| F. G 
“in Adams Clothes, a chain of men’s Barry T. Mines Company, New F. Gordon Brown, former!) 
North British & Mercantile Insur- Paul H. Raymer Company, radio | clothing stores in the Philadelphia | York, has been appointed represen-| sales executive with Bellows & C 
ance Company, Ltd., New York, has | re presentative, has opened an office | area, has appointed J. M. Korn &| tative for the Guide, Cumberland,| New York importing firm, has bee? 
been elected to member hip in the at 530 West Sixth street, Los An-|(Co.. Philads Iphia, to handle its ac-|Md., and the Globe, Hagerstown, | appointed vice-president of Swat 
Association of National Advertisers. geles, in charge of J. Leslie Fox. count. Md ford & Koehl, New York. 


Flack Adds Hawkins 


Whitney to Handy 


Joins Brown & Thomas 


Names National Export 
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ADVERTISING AGE 


Hotpoint Builds 
1940 Promotion 


Around New Movie je 


Newspapers, Magazines 
and Outdoor Included 
in Heavy Schedule 


Chicago, Dec. 21.—Edison General | 
Electric Appliance Company will | 
build a large part of its 1940 pro-| 
motion around a pretentious moving 
picture, “Love Takes a Detour,” | 
Ww. A. Grove, advertising and sales | 
promotion manager, announced to- 
day, as executives of the company 
prepared to take to the road to as- 
sist distributors in conducting a 
series of meetings with retailers. 
The local meeting was held last 
week following a convention of dis- 
tributors at Biloxi earlier in the 
month. 

Casting for the new movie has 
just been completed in the Hal 
Roach Studios in Hollywood, and 
the finished production, to be made 
by professional players exclusively, 
is expected to be ready within a 
month. A completely organized 
plan for dealer advertising and pro- 
motions, involving heavy employ- 
ment of newspaper space, will be) 
tied up with local theater showings. 


Big Magazine Schedule 


A magazine list will also be put 
at work in behalf of the company’s 
comprehensive line of household ap- 
pliances, headed by Hotpoint ranges 
and refrigerators. Included on the 
schedule are American Home, The 
American Weekly, Better Homes & | 
Gardens, Bride’s Magazine,-Collier’s, 
Good Housekeeping, House Beauti- | 
ful, Ladies’ Home Journal, McCall’s | 
and The Saturday Evening Post. 
Electricity on the Farm is the choice 
in the rural field. Twenty-four | 
sheet posters will also be used. 
Maxon, Ince., is the agency. 

The consumer program will be | 
merchandised to the trade with | 
four-color inserts in the January 
issues of electrical trade papers, 
followed by monthly copy which 
will make a bid for close coopera- 
tion of dealers. 

Mr. Grove said that Hotpoint has 
spent more money advertising elec- 
tric ranges than all other manufac- 
turers combined, making the name 
one that is instantly recognized by 
the consumer. 

“This acceptance and preference 
for Hotpoint ranges,’ he comment- 
ed, “have been transferred to our 
newer lines with surprising speed, 
proving a major factor in building | 
up a large volume of sales on re- 
frigerators and laundry equipment 
in the three short years since those 
products have been introduced.” 

F. B. Williams, manager of the 
Hotpoint refrigerator division, re- 
ported that industry sales in 1939 
have approximated 1,800,000 units, 
ind he fixes the 1940 volume at}! 
2,000,000 units, largely because of 
the rapidly increasing rate of ob- 

lescence, now said to be 25 per 

nt of all refrigerators in use. 

Part of 1940 advertising will be 
evoted to a new Hotpoint clothes 

yer. This and other Hotpoint 

undry equipment will be featured 
i tie-up with the annual January 
of Pepperell Mfg. Company, 
ton, with Edison General Elec- 
offering a special gift of Lady | 
pperell sheets and pillow cases | 
the buyer of any piece of this 
julpment. 

Reconditioning of Hotpoint ranges 

il also be one of the objectives of 
940 activities. D.C. Marble, man- 

ser of the product service division, | 

Umates that of 2,500,000 ranges in | 

. 750,000 are Hotpoints which are 
| in good condition, though some 

* lacking some recent improve- 

nts. Considerable advertising 

| be placed back of this idea. 


| 


| 


| 


Heron Joins Talon 


Loren E. Heron has resigned — 


Senton & Bowles, 
n Talon, Inc.. 


New 
New 


York, 
York, as a 


member of the sales promotion staff. | man, resigned. 


Omaha World-Herald 
Awards Scholarships 


|plan wiil be continued indefinitely. 


to| pointed assistant advertising man- 


OPTIMISM IN SUNLIGHT 


t 


: 


The warm hospitality of Biloxi, Miss., | 
pleased this trio in attendance at the | 
Edison General Electric meeting. Left 
to right: G. H. Smith, Hotpoint mer- 
chandising manager; L. J. Sholty, vice- 
president, Maxon, Inc.; R. W. Turnbull, 
Hotpoint vice-president and general 
sales manager. 


| 
| 
| 


Collision Blasts 
Horizon Theory 
for Television 


Philadelphia, Dec. 21.—Collision 
of television signals between a 
Philadelphia and New York station 
appears to have blasted the theory 
that television broadcasting is lim- | 
ited to the horizon. Another result 
has been a tentative agreement to | 
share time between Station W3XE, | 
operated by the Philco Radio & | 
Television Corporation, and Station | 
W2XAX, New York, operated by 
Columbia Broadcasting System. 

Interference was first noted on 
television receivers in the Philadel- 
phia area when both the audible | 
and visible programs of both sta- | 
tions were mutually distorted be- 
yond recognition, though they are 
90 miles apart. Heretofore, it was 
assumed that transmission of tele- 
vision waves in high frequencies 
was limited to the optical horizon, 
the point at which curvature of the 
earth obstructs further vision. 

The agreement, the first time- 
sharing arrangement in television’s 
short history, was necessitated by 
the fact that both stations operate 


| 


on the same frequency band. Ef- 
fective immediately, Philco will 
transmit television programs be- 


tween midnight and noon daily, and 
on Wednesday, Friday and Sunday 
evenings after 6 p. m. The Colum- 
bia station will confine its television 
broadcasts to other times. Philco 
has petitioned the FCC to change 
its proposed allocation of television 
channels to give number two to 
Philadelphia. 


The Omaha World - Herald 


has | 


j}awarded 14 scholarships to carrier | 


boys in its first annual competition. | 
The newspaper announced that the 


The winners were carriers found 
to be most efficient among the hun- 
dreds of boys delivering the paper. 
The plan is being executed in co- 
operation with universities and col- 
leges in the newspaper’s area. 


Cleveland Renews 
Poster Contest 


The Cleveland Students’ Poster 
Contest will be held in that city for 
the sixth time. J. A. Zimmer, 
president, Central Outdoor Adver- 
tising Company, has contributed 
$500 for prizes. 

The deadline for entries is March 
15, 1940. Details of the contest may 
be learned from L. C. Sykora, 732 
Union Commerce bldg., Cleveland. 


Goldberger Promoted 


Maurice M. Goldberger, for the 
past six years a member of the ad- 
vertising staff of the Bulova Watch 
Company, New York, has been ap- 


ager, succeeding William Glicks- 


200 NAB Stations 
Sign Up for 
Broadcast Music 


Washington, D. C., Dec. 21.— 
About 200 of its 435 member sta- 
tions have signed up with Broadcast 
Music, Inc., the National Association 
of Broadcasters announced _ this 
week. While meetings will continue 
to be held to bring members into 
the fold, the association is also at-| 
tempting to sell the idea to non- 
members. 

The district meetings will have 
been concluded by Jan. 12, the as-| 
sociation hopes. More than half of | 
the country has already been cov- 


attending in person. 


out. The present operating board | 
must meet to organize Broadcast 
Music, Inc., as a corporation. Then 


at which stations will elect a per- |Composers, Authors and Publishers. 
that comes | This amount is apportioned one- 
‘selection of a general manager and | fifth to stock and four-fifths for 


manent board. After 


reach the established goal. 


Even more complicated will be | 
ered, with President Neville Miller|the task of determining this 
jective. 

Once the stations are signed, the |been sketched | 
work has just begun, Edwin M. heretofore, but an operating plan 
| Spence, secretary-treasurer, pointed must shortly be outlined in detail. 


equal to 50 per cent of its 1937 pay- 
will come a stockholders’ meeting |ments to the American Society of 


The future of Broadcast Music, Inc., was one of the major topics up for discus- 
sion at the 10th district National Association of Broadcasters meeting in Omaha. 
At left is Foster May, WLW special events director, interviewing Neville Miller, 
NAB president, with R. T. Wells, general counsel, Woodmen of the World, and 


William Ruess, personnel director of WLW. 


Must Adopt Plan 


ob- | 
The general picture has | 
in broad _ strokes 


creation of an organization able to license. The amount due for stock 
|is payable upon signing and 15 per 
cent of the remainder due upon de- 
mand. Upward of $100,000 has been 
collected. 


Spadea Joins “You;” 


Reiter for Self 
Each station is being invited to|_ Joe Spadea, partner in Spadea & 
join Broadcast Music, Inc., at a cost| Reiter, radio representative, has 


been named advertising manager of 
You, New York. 

Virgil Reiter will continue the 
Chicago end of the business under 
his own name, representing WCAU, 
Philadelphia. 


The Knack 
of Selling Yourself 


Are You Interested in... 


Keeping yourself in the spotlight 
How to stay young the rest of your life 
Eight tips for successful public speaking 
Put up a front—and get away with it 
Quick approach to writing effectively 
The richness you are going to deliver 
Eleven ways to be an enthusiastic person 
Speak up for yourselfl—no one else will 
Exercises in creation, invention, production 
Creating an illusion of super-ability 
Learning to speak correctly 
How to develop a personality that clicks 
Be egotistic—and make them like it 
Approach—the art of making contacts 
Letters that uncover a world of friends 
The secret of being a good mixer 
Guts—how to carry a punch and use it 
When “ignorant nerve” comes in handy 
Compiling lists of worth-while connections 
How to get people to help you 
The price you put on your own head 
Eight main ways of selling yourself 
Developing a natural front 
The value of making yourself a nuisance 
How to get people to like you a lot 
Think straight—the basic rules of logic 
When to use “high pressure” tactics 
Getting others involved in your projects 
Making people do what you want’ them 
to do 
The invisible art of suggestion 
That air of assurance—how to cultivate it 
Calling people by their first names 
Marks of a high-keyed expensive employee 
Putting pep into your get-ahead plan 
Legitimate bribery—devices in opportunism 
Playing politics—the democratic attitude 
Be consistently selfish—it pays dividends 
Close range study of “big-shots” 
Making 100 important contacts in a year 
How to cultivate a radical streak that pays 
Why wait for dead men’s shoes? 
When to go over the other man’s head 
Simple practices in courtesy that pay 
dividends 
How to overcome fear in all its forms 
Keeping up with old friendships 
Making friends with the secretary 
Twenty ways to acquire a very good 
memory 
Making yourself indispensable to the boss 
Ways in which you CAN'T persuade 
people 
Boiling it all down to a formula that will 


work for you and help you to sell 
yourself. 


..- aren't those the things you would 
like to know about? They are all in 
this new, different bookl 


Are you getting ahead as 
rapidly as you should? Why do 
some of your friends and ac- 
quaintances, with no more abil- 
ity than you, seem to get all the 
“breaks” in business? Is it just 
plain luck? 

No. It’s because these “lucky” 
people have learned the most 
important secret of personal 
success — the knack of selling 
themselves. 

You can’t sell merchandise 
these days just by building a 
better mousetrap than your 
neighbor. You’ve got to tell the 
world about that mousetrap. 
And neither can you get ahead 
as rapidly as you should by 
patiently waiting for a break. 
You’ve got to make the breaks 
yourself — you’ve got to sell 
yourself. 


Daring New Book Tells You How 


And now a sensational, dar- 
ing new book brings you the 
answer to this vitally important 
problem of selling yourself. 
Written by James T. Mangan, 
advertising manager of Mills 
Novelty Company and interna- 
tionally known business psy- 
chologist, ‘The Knack of Selling 
Yourself” tears the lid off that 
great delusion that “merit sells 
itself.” He shows how the peo- 
ple who get the big money and 
the promotions are those who 
know how to put themselves 
over with the boss or with the 
buyer. He shows how little real 
ability counts if it isn’t sold 
right. 

“The Knack of Selling Your- 
self” is not a success book. It 
isn’t filled with platitudes by or 
about men who have already 
arrived. It’s a book for ordinary 
folks about the biggest problem 


they face—the knack of selling 
themselves. 


Not Just Why—But How 


There are no sacred cows in 
this book. The author rips the 
veil off all the old-fashioned 
copy book maxims for success. 
And he not only tells you WHY 
you must sell yourself, but 
HOW. He gives you an exten- 
sive set of exercises, practices, 
routines, practical hints, helps 
and suggestions on simple things 
to do. 

No previous book has taken 
up this primary human problem 
in such extensive detail. It 
charts a practical course for 
every man and woman who has 
latent ability and wants to mar- 
ket that ability at the highest 
price. It presents the practical 
“Get There” system of life as 
opposed to the theoretical copy 
book system which usually 
leaves us where we started. 


Make the “Breaks” for Yourself 


Don’t wait for the breaks to 
come your way any longer. Make 
use of this entrancing, practical 
guide which will enable you to 
make your own breaks. Send 
back the coupon today. 


1 ADVERTISING AGE 

1 100 E. Ohio St., Chicago 

1 

1 

1! Yourself,” by James T. Mangan. 
payment. 
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Send me, postpaid, my copy of “The Knack of Selling 


I enclose $2.50 in full 
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| tinued, will noi show everyone how 
to obtain big muscles and a power- | 
ful body, and the course of instruc- | 
tion will not enable everyone to} 
become a paragon of strength. 


Getting Personal Colgate and P&G 
to Continue Heavy 
Radio Schedules 


nas : wage Rose nary 7 If R. P. Clayberger, secretary of Calkins & Holden agency, had 
While proper exercise and diet | not made up his mind what to give his wife for Christmas, he might 


Haymaker Aimed 
rota retcto mean eT | have gotten a suggestion from what took place the other night at a 
and preserving health and bo 4 meeting of the Bronxville Wo- 
a ommy oug ran strength,” the complaint continued, Club 


| thew ¢ the 1 On | men’s The missus, along 
[ay ae ae = a n| with four others, lost her mink 
|account of physiological and other 


Rinso, Bost, Kroger and| factors, many people, even though 


Woodstock Also Hit: 


Sign Stipulations 


Washington, D. C., Dec. 21.— 
Tommy Loughran, the nimble for- 
mer light heavyweight champion, 
who used to spot fellows like Primo 
Carnera as much as 50 pounds and 
manage to keep out of trouble, to- 
day stood flatfooted facing a bar- 
rage that had nothing to do with 
the Marquis of Queensberry. 

The Philadelphia boxer’s oppon- 
ent was the Federal Trade Commis- 
sion, which unleashed a series of 


verbal lefts and rights that seemed | 


to imply the august body didn’t like 
the claims being made in behalf of 
Mr. Loughran’s correspondence 
courses “which teach methods of 
building and improving the body 
physically.” 

In the course of his business, the 
complaint alleged, Mr. Loughran, 
by advertising in newspapers and 
magazines, represents, among other 
things: “Now do you believe me 
when I say my big ambition in life 
is to spread the gospel of perfect 
health and Puissant Body Building? 
Where on earth could you expect 
to get this big, massive body with 
its perfectly functioning organism 
for such a ridiculous price as I am 
passing it out today? I only wish 
someone had offered it to me.” ; 
“Do you want big muscles and a 
huge robust’ body? My _ book, 
‘Puissant Body Building,’ is abso- 
lutely FREE.” 


For “Optimum Health” 


In lessons given purchasers of his 
course, the complaint continued, Mr. 
Loughran “teaches how to exercise 
different external and internal mus- 
cles, and in other lessons explains 
the qualities of different foods, ad- 
vising which classes and kinds of 
food his students should eat in order 
to obtain optimum health, and as- 
sures students that if they follow 
his instructions, perform the exer- 
cises and eat the foods he recom- 
mends, perfect health will be pro- 
duced and maintained, and large 
muscles and a powerful, robust 
body will be built; that his object 
is to support the gospel of perfect 
health and puissant body building, 
and that if students and purchasers 
of his courses follow his teachings 
they will become 
strength.” 


The complaint alleged that the 
course “will not produce perfect 
health in all instances nor keep 
everyone in a healthy condition. It 
will not insure everyone big mus- 
cles or a huge, robust and powerful 
body.”’ Mr. Loughran’s book, “‘Puis- 
sant Body Building,” the FTC con- 


———————— = = 


KAUFMANN & FABRY CO. 


TELEPHONE + HARRISON 3135 


/or perfect functioning of the body 
| organism, nor can they obtain huge, 
|robust or powerful bodies, nor are 


| Instead of the usual 60-second 


paragons of 


following such course of instruction 
and diet, cannot attain perfect health 


they enabled to have big muscles 
or a powerful body, nor become 
paragons of strength.” 


|respite between rounds, Loughran 
was given 20 days to file an answer 
ito the charges. 


Four Sign Stipulations 

FTC activity this week also in- 
cluded announcements that stipu- 
lations have been signed by Lever 
Brothers Company, Bost Tooth 
Paste Corporation, Kroger Grocery 
& Baking Company and Woodstock 
Typewriter Company, with all 
agreeing to discontinue certain ad- 
vertising claims. 

In promoting Rinso, Lever Broth- 
ers agreed to cease representing that 
the user of Rinso will “never” have 
red or rough hands; that the prod- 
uct in every instance will make 
clothes at least 5 shades whiter or 
that colors “never” fade when 
washed with it; that no other soap 
will produce the degree or kind of 
whiteness attained by Rinso, or will 
do as good or quick a job. The rep- 
resentation that makers of 33 wash- 
ing machines have recommended 
the effectiveness of Rinso ‘“‘above all 
others” will also be discontinued. 

The Bost stipulation dealt with 
the claim that the tooth paste “re- 
moves tobacco stains which have 
| been absorbed into the enamel of 
| the teeth.” 

The Kroger stipulation concerned 
| this company’s “hot dated coffee” 
and included these points: 

“Representing directly or by im- 
plication that the cost of packing 
coffee by any method other than 
that employed by it, is any amount 
in excess of the actual cost; that 
coffee is not as fresh as it could be 
if it does not have the date of roast- 
ing stamped on the package; that 
such date indicates to the retailer or 
consumer the length of elapsed time 
in days since the coffee contained 
therein was roasted, and that if re- 
spondent’s coffee is not sold on or 
before the date stamped on the 
package it is not for sale at any 
price.” 


Trial Offer Hit 


Woodstock is to cease represent- 
ing “that a free trial may be had 
of a Woodstock typewriter, until 
such time as a free trial is actually 
provided for all responsible persons 
lin all localities in which the repre- 
sentation is disseminated, and to 
discontinue advertising that, accord- 
ing to information in its possession, 


win most of the world’s school con- 


reliable information to that effect.” 


Hotels Seek More 
Virginia Promotion 


The State Conservation Commis- 
sion’s fund of $38,500 for advertising 


would be increased to $125,000 
under a resolution adopted by the 


at Richmond. 
The hotel men said that the pres- 


Gets Circular Associates 


Seeking to educate the public to 


the Circular Advertising Associa- 
tion, Los Angeles, has appointed 
The Mayers Company, Los Angeles, 
to develop a campaign. Either radio 
or street car advertising will be 
used. 


Pettengill to Chicago 

C. D. Pettengill has joined the 
Aurex Company, Chicago, as ad- 
vertising manager. He was formerly 


tising agency, Pittsburgh 


Virginia’s resources and attractions | 


Virginia Hotel Association, meeting | 


| 


Woodstock typewriters were used to | 


tests, when it does not possess any | 


| 


| 


the value of door-to-door circulars, | 


| 
| 
| 
| 


with the W. Earl Bothwell adver- | 


coat to a couple of clever young 
sneak thieves that police are still 
hunting... 

Walter J. Bergman, execu- 
tive v. p., Daniel Mahoney, a. m., 
W. R. Lenderking, gen’l s. m., 
and any other promotion-minded 
executives of Lily-Tulip Cup 
Corp., ought to be happy about 
the opening of New York’s new 
LaGuardia Airport on Long 
Island. Lily’s huge smokestack 
near the field gains the benefit 
of airport lights and becomes an 
illuminated sign, with the city 
paying the light bill... 

Clement H. Watson, v. p., 
J. Walter Thompson Co.,, is 
spending the holidays in Ber- 
muda. One of his shipmates on 
the trip South was Walter S. 
Shelly, v. p. in Gotham of N. W. 
Ayer & Son... 

A. O. Buckingham, vy. p. of 
Cluett, Peabody & Co., and chairman of the board of the ANA, and 
P. L. Thomson, of Western Electric Company and prexy of Audit 
Bureau of Circulations, were inducted as honorary members of Alpha 
Delta Sigma at the NYU chapter’s annual banquet... 

John H. Barry, business mgr. of the Akron Beacon Journal, was 
feted by the company’s 350 employes at a 100th anniversary banquet 
recently. He made the occasion a particularly happy one for the 
workers by announcing a bonus of two weeks’ pay to all. . . 


Walter M. Swertfager, Seagram adver- 

tising director, presents first prize in 

the distiller's ancient bottle cocktail con- 

test to Reinald Werrenrath, operatic 

tenor, as Sir Hubert Wilkins, second 
prize winner, looks on. 


OH, TO BE AN AD CLUB PRESIDENT 


Louis Glaser, Boston agency chief and ad club president, doesn't find the task 


too tough. He's shown here with Jean Muir of the movies (left) and Dorothy 
Stone of the stage. They featured the club's theatrical luncheon. 


Blessed Event Department: It’s a girl at the Steel Morris home 
in Los Angeles. He’s a member of the CBS Pacific Network sales 
promotion department. The mite’s name is Anna... The year ahead 
looks like a big one for Stuart H. Rae, who is about to take over the 
Coca-Cola art assignment for D’Arcy Advertising Company, St. Louis. 
There’s to be a new little Rae in the old homestead along about 
May... 

The wedding bells that rang out last week in Rhinebeck, N. Y., 
represented something of a magazine merger. Allene M. Schulze, 
in charge of makeup at Cosmopolitan, walked down the aisle with 
Barron Mott Bedford, member of the Street & Smith promotion staff. 
The groom, incidentally, is the son of E. B. Bedford, a. m., Oneida, Ltd. 

Henry Ewald, of Campbell-Ewald Company, let his grandchildren, 
3umpy and Teddy, do a photographic continuity for his Christmas 
card. The dialogue ended in a big cheer meaning “God bless us 
every one.” 

Will C. Braun, of the Journal of the American Medical Associa- 
tion, went into the pill business for Christmas, attaching a box of the 
pink pellets to his annual message of good cheer. He described them 
as “de Gos-pill, made by the Great Physician” and good for all of 
the ills that afflict a troubled world. . . 

Kenneth Mason’s Christmas card wasn’t a card. The promotion 
manager of the New York Sun sent his friends a gaily colored bit of 
cardboard cut and printed to resemble a stick of peppermint candy, 
or perchance, a world’s fair cane. A ribbon around the top carried 
the name of the greeter. . . Simplicity was the keynote of the Christ- 
mas card of Glenn Griswold, former publisher of Business Week and 


Eugene F. McDonald, Jr., president of Zenith Radio Corporation, 
was pictured by an artist listening to Christmas carols sung by some 
impish little men. His card emphasized the joy of creating “a more 
meaningful existence.” . Frank G. Huntress, of the San Antonio 
Express, remembered his friends with a card from Rancho Diana 
which depicted that lady loosing a bow at a speeding deer... 

These radio fellows seem to know a lot about printing, too, judg- 
ing from the Christmas greetings of L. B. Wilson, master of Station 
WCKY, Cincinnati. Silver lettering on a red background provided a 
thrill for lovers of the aesthetic. .. A halftone in color conferred an 
unusual touch to the card of Allyn B. McIntire, vice-president of 
Pepperell Mfg. Company. . . 

Harry W. Smith, Jr., director of industrial publicity for Ameri- 
can Gas Association, used an ordinary letterhead for some extraordi- 
nary holiday verse. .. A half-tone of snow-clad forests made an 


unusual cover for the Christmas card of Ed Kobak of Lord & 
Thomas 


Expansions and Re. 
newals Mark Plans for 
Day and Night Programs 


New York, Dec. 21.—Indicating 
their intention of continuing as 
major radio advertisers in 1940. 
| Colgate - Palmolive - Peet Company 
and Proctor & Gamble Company, 
| have renewed a total of ten daytime 
'script shows. All are aired on the 
/Columbia Broadcasting System. 

Colgate-Palmolive-Peet will als 
expand its schedule when “Women 
|of Courage,” heard during the pas: 
| year on a regional network, gradu- 
ates to a coast-to-coast network of 
'40 stations Jan. 1. On behalf of 
| Octagon products, the daily pro- 
| gram will be aired from 9 to 9:15 
| a.m. 
| Three other daily script shows, 
| presented successively for 15 min- 
utes beginning at 10:15 a. m., have 
| been renewed. They are “Myrt & 
| Marge,” heard over 77 stations for 
Concentrated Super Suds; “Hilltop 
| House,” aired over 75 stations for 
Palmolive soap; and “Stepmother,” 
| for Colgate tooth powder. The lat- 
| ter has added 12 stations, making « 
| total network of 38. All shows are 
handled by Benton & Bowles. 

Procter & Gamble has renewed 
five daily programs which are pre- 
sented successively for 15 minutes 
beginning at 1 p.m. They are “The 
Goldbergs,” heard over 30 stations 
for Oxydol; “Life Can Be Beauti- 
ful,” broadcast over 32 stations fo 
Ivory Soap; “This Day Is Ours,” or 
47 stations for Crisco; “Road of 
Life,” on 24 stations for Chipso and 
on 13 stations for Oxydol. ‘“Man- 
hattan Mother,” another renewal, 
has been shifted from 9 a. m. to 
4:30 p.m. over 9 stations for Chipsc 
The agencies are Compton Adver- 
tising, Blackett - Sample - Hummer 
and Pedlar & Ryan. 


Miller Replaces Whiteman 


Liggett & Myers Tobacco Con- 
pany, which will replace Pauw 
Whiteman with Glenn Miller an¢d 
his orchestra on Dec. 27, will make 
another change in the Chesterfield 
show the following week. The pro- 
gram has been heard from 8:30 t 
8:55 p. m. on Wednesday on 97 CBS 
stations. Beginning Tuesday, Jan 
2, the show will be presented on 
three successive nights from 10 t 
10:15 p. m. on 98 stations, an addi- 
tion of 20 minutes a week. Newell- 
Emmett Company directs the at- 
count. 


Chase & Sanborn Renews 

‘Having curtailed its “Chase & 
Sanborn Coffee Hour” and shiftec 
“One Man’s Family” to the vacatec 
time, Standard Brands, Inc., has re 
newed the Sunday night hour from 
8 to 9 p. m., at which time the tw’ 
programs are broadcast, effectiv 
Jan. 7. The former is heard ové 
61 stations of the Red network © 
the National Broadcasting Compa) 
and the latter on 50 stations of th 
same network. “Those We Love 
aired from 8:30 to 9 p. m. on Thur 
day on 50 stations of the Red ne 
work, has also been renewed © 
Standard Brands, effective Jan. + 
J. Walter Thompson Company * 
the agency. 


“Hit Parade” Expands 


, }ent appropriation is inadequate and) ayy, i esate dul : all 
| . current public relations expert. . . P : y wil 
eon made a strong plea for expansion. F r American Tobacco Company 


expand the network on CBS for ™ 
"Lucky Strike Hit Parade” with th 
addition of 28 stations on Jan. ° 
making a total of 96. Lord * 
Thomas is the agency. 
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‘Cleveland Press’ 
Survey Accents Rise 
of Super Markets 


Self-Help Factor Has 
Lessened Practice of 
Substitution 


Cleveland, Dec. 20.—Evidence of 
the super market’s growing popu- 
larity as a food distribution outlet 
was revealed this week in the 1939 
Cleveland Press Home Inventory 
which shows that in two years this 
type of store has gained the patron- 
age of 28.9 per cent of Cleveland 
families. When the last study was 
conducted by the Scripps-Howard 
newspaper in 1937, super markets 
were virtually unknown here. 

The study covers drugs, house- 
hold appliances, automobiles, gaso- 
line and motor oils as well as food 
products. Highlights show that the 
supers have helped to decrease the 
practice of brand substitution in 
grocery stores, while dealer influ- 
ence, demonstrators and displays 
work increasingly toward sugges- 
tion of additional items. Substitu- 
tion is still prevalent in drug 
stores, with less stress on additional 
items. Also revealed is a surpris- 
ingly high degree of obsolescence in 
home radios. 

The Great Atlantic & Pacific Tea 
Company has benefited most from 
the growing popularity of super 
markets inasmuch as it has set up 
26 stores of this type here since 
1937. In that year, 20.9 per cent of 
Cleveland housewives bought at the 
A&P. This study shows a prefer- 
ence of 27.9 per cent, plus the fact 
that the 26 A&P supers serve more 
customers than the chain’s 148 serv- 
ice stores. 


Preference Factor Changes 


Advent of the super market has 
also served to alter consumer habits 
in regard to their reason for pre- 
ferring a certain type of store. 
Since 1933, “convenient location”’ 
has been the prime reason advanced 
for store preference. This is still 
the dominant factor although it has 
lost one-third of its popularity since 
1937. In that year it accounted for 
30.7 per cent of all stated reasons 
for store preference. In this study 
“convenient location” was advanced 
by only 20.1 per cent. 

Price is the second most popular 
reason mentioned by consumers, 
with the current study showing that 
14.8 per cent are chiefly influenced 
by this factor. This is in strong 
contrast to the depression year of 
1932 when “price” held first place 
with 31 per cent. 

Other reasons advanced for store 
preference and the percentage of 
those mentioning each factor were: 
best values, 13.4 per cent; quality, 
12.9 per cent; clean, well arranged 
store, 10.1 per cent; complete stock, 
7.4 per cent, and delivery service, 
3.5 per cent. 

The super market, according to 
the current study, has also served 
to partially level off food buying 
through the week. Saturday still 
ccounts for almost half of the 
grocery business but super markets 
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CONSUMERS INDICATE PREFERENCES FOR GROCERY STORE FEATURES 


1939 1937 1936 1935 1933 1932 
18.0% 
CONVENIENT LOCATION 20.1% — 
26.4% ; ;' 
30.7% ee 
PRICE 14.9% 
20.0% 31.0% 
10.% 20.4% 
BEST VALUES 13.4% : 25.7% 
14.5% 
18.0% 
QUALITY 12.9% 12.0% 
22.4% 
: 15.4% 21.9% 5.0% 
. 6. 0% 
RRANGED $ TORE 10.19) ON. 
e 7.0% 
7.2% 9.0% 
COMPLETE STOCK 7.4% 6.7% 
DELIVERY SERVICE 3.5] > 6.59 9.% 5.5% 
Ceanenm accousts s.7s/] ™. 
27.0% 
OTHER REASONS a3 4.4% 9.9% 03.8 
3.5% 
NO REASON 12.% 3.1% 13.% 
3. $9 = 


The factors that lead housewives to choose one grocery store over another are indicated in this chart, covering a seven- 


year period in the Cleveland market. 


Price has steadily declined as a 


chief consideration since 1932. 


have developed an increase in Fri- 
day buying. 

Despite the lessening of brand 
substitution, 27.2 per cent of Cleve- 
land housewives said that grocers 
often make such suggestions. Of 
those receiving such suggestions, 
56.8 per cent accept, denoting a 
dealer brand-switching influence of 
15.4 per cent of the market. 


Suggestions Build Sales 


More to the liking of national 
advertisers is the practice of gro- 
cers of suggesting additional items. 
Almost two-thirds of the housewives 
said that their grocers did this. 
Analysis of this practice shows that 
more than four out of every 10 cus- 
tomers leave the grocery store with 
more merchandise than they orig- 
inally intended to purchase. 

Although substitution has de- 
creased, many national brands have 
failed to keep pace with private la- 
bel brands, the study reveals. This 
is shown to be especially true in 
coffee where chain brands have 
gained 5 per cent, compared with a 
decrease of 4 per cent in the com- 
bined sales of all national brands. 

Increased promotion of tea is also 
reflected in the study which shows 
80.7 per cent of homes _ report- 
ing use of this beverage as compared 
with 59 per cent in 1937. This, in 
part, may be responsible for a 
slight decline in the number of 
homes reporting coffee. Present 
figures show 90.4 per cent report- 
ing this beverage as compared with 
92 per cent in 1937. 

Substitution is shown to be much 
more prevalent in drug stores than 
grocery stores, with the study re- 
porting that 45.9 per cent of the 
housewives received suggestions of 
this nature from drug store clerks. 
Suggestions for additional items in 
drug stores were reported by 56.7 
per cent. 


Teel Leads Its Field 


Liquid dentifrices make their bow 
in the current study, although the 
Press pointed out that rapidly 
changing conditions in this field 
reduce the value of these figures. 
At the time the study was made, 
Teel was first in the field by a large 
margin. Tooth paste was report- 
ed by 59.2 per cent of the homes; 
tooth power by 43.2 per cent, with 
15.9 per cent reporting both. Homes 
without either totaled 13.5 per cent, 
although about one-third of the lat- 
ter classification reported a liquid 
dentifrice. 

In the section devoted to home ra- 
dios, 30.6 per cent of the sets were 
found to have been purchased in 
1931 or earlier. This percentage, 
when broken down by income 
groups, varied little. 

Another interesting point in the 
study is a chart in the automobile 
section listing the type of car now 
owned together with the type of 
car to be purchased next. Buick 
ranks first in this rating, with 87 per 
cent of present owners asserting that 
they will repeat with Buick in their 
next purchase. 

Similar “repeat purchase” state- 


ments were made by 65.8 per cent 
of Ford owners; 72.6 per cent, 
Chevrolet; 70.3 per cent, Plymouth; 
59.4 per cent, Packard, and 30.6 per 
cent, Terraplane. 

These percentages referred to 
purchasers of new cars. In one 
covering purchasers of used cars 
some variations were found, nota- 
bly the high preference accorded 
Packard. More than 83 per cent of 
those who bought a used Packard 
said they would buy another in 
their next purchase. Buick was 
second with a percentage of 69.4. 

Another chart in the automotive 
section shows how strongly gaso- 
line purchasers follow the same 
producer’s brand in motor oil. Mo- 
bilgas ranked first here, with 74.1 
per cent of users of this brand of 
gas asserting that they used Mobil- 
oil. 


New Committees 
for Inland Press 


Tom H. Keene, of The Truth, 
Elkhart, Ind., has appointed 1940 
committees of the Inland Daily 
Press Association, of which he is 
president. F. Ward Just, News-Sun, 
Waukegan, IIl., heads the commit- 
tee on agency and répresentative 
relations, assisted by Verne E. Joy, 
Sentinel, Centralia, Il. 

E. K. Todd, Register - Republic 
and Star, Rockford, Ill., heads the 
committee on ABC relations. Frank 
while Gardner J. Thomas, Chroni- 
cle, Marion, Ind., is chairman of the 
linage reports committee. A. L. 
Miller, Enquirer and News, Battle 
Creek, Mich., will be assisted by 
Fred Schilpin, Times-Journal, St. 
Cloud, Minn., and Mr. Joy on the 
committee on ABC relations. Frank 
D. Throop, Star, Lincoln, Neb., is 
chairman of the radio committee. 


Minneapolis Brewing 
Wins Trade Mark Case 


Minneapolis Brewing Company, 
Minneapolis, has won a_ federal 
court decision in Kansas City en- 
titling it to damages from the Atlas 
Beverage Company, Kansas City, 
and the Columbia Brewing Com- 
pany, St. Louis, for their use of the 
“White Seal” trade mark. 

According to testimony, Minne- 
apolis sold beer to Atlas until No- 
vember, 1938, but the latter con- 
tinued to use substantially the same 
seal after it discontinued purchas- 
ing from Minneapolis. Columbia 
used the label also because its own- 
ers were also owners of Atlas. The 
amount of the damages will be de- 


termined by a master for the 
court. 

Schenley in Holiday 

Drive in Michigan 

Schenley Distillers Corporation, 
New York, is running a heavy 


holiday campaign throughout Michi- 
gan for its Red Label whisky. Copy 
ranging up to 1,000 lines is appear- 
ing in 30 dailies and weeklies in the 
state. 

“Lightness” of the product is 
stressed in copy, along with flavor 
and low price. Brown & Thomas 
Advertising Corporation, New York, 
was recently appointed to direct 


Red Label advertising. 


Angostura Seeks | 
Wider Usage as 
‘Must’ Ingredient 


New York, Dec. 20.—Although fa- 
miliarity may not actually breed 
contempt, any product that has en- 
joyed a century of popularity runs 
the risk of being taken too much 
for granted, in the opinion of An- 
gostura - Wupperman Corporation. 
Thus, in planning its 1940 adver- 
tising campaign the company will 
step out aggressively with larger 
space and bolder copy treatment 
than it has ever used before, An- 
drew E. Holmes, president, revealed 
this week. 

While it is almost universally 
known that bitters constitute an im- 
portant ingredient in many drinks, 
Angostura will draw added atten- 
tion to its product through full 
pages in Esquire and The New 
Yorker, with color in the latter. 
Heretofore, Angostura advertise- 
ments have been of a size more 
commensurate with the secondary 
nature of bitters as an ingredient. 
Copy in the new series will hold out 
the hint that generous use of An- 
gostura is necessary if the amateur 
home bartender hopes to secure 
professional results. 

Aware of the importance of the 
barman himself, Angostura has de- 
voted a considerable part of its ap- 
propriation to earning his good will. 
About 25 liquor publications, aided 
by a variety of backbar posters and 
other point-of-sale material will 
promote variations of such familiar 
drinks as the Old Fashioned and 
Manhattan, advising rum or scotch 
in place of rye. 


Remedial Copy, Too 


Angostura will also continue to 
exploit the bitters as “good for the 
stomach,” which was the original 
copy appeal of the company. In 
recent years, promotion of this 
theme has been somewhat dwarfed 
by the advance of the liquor side of 
the business. Promotion of the old 
keynote will be carried on by what 
Mr. Holmes refers to as a “whisper- 
ing campaign,” the use of small, in- 
timate advertisements in a wide list 
of publications. 

Included on the new schedule are 
Business Week, Collier’s, Cosmo- 
politan, Fawcett Women’s Group, 
Ideal Women’s Group, Macfadden 
Women’s Group, Modern Magazines, 
Newsweek, Photoplay, Redbook, 
Screenland Unit, Time and True 
Story. Copy will also run in the 
New York News. Donahue & Coe is 
the agency. 


WFIL Promotes Dodge 


Fred Dodge, formerly program 
director of Station WFIL, Philadel- 
phia, has been promoted to assistant 
to the general manager. He is suc- 
ceeded in the program department 
by James Allen, who formerly held 
the same position at Station WIP, 
Philadelphia. Arnold Nygren, en- 
gineering supervisor since 1935, has 
been named acting chief engineer. 


Bottle Still Ahead 
as Container for 
Packaged Beer 


Survey Data of Glass 
Association Cites 12°, 
Decline in Can Sales 


New York, Dec. 20.—Further am- 
munition was added to the contest 
between bottles and cans for the 
favor of the nation’s beer drinkers 
today in a report issued by the 
Glass Container Association show- 
ing a gain for bottle sales and a 
decline for the sale of beer in cans. 

This report, covering July sales 
of 552 brewers, showed that 91.5 
per cent of all beer packaged and 
sold during that month went to 
market in glass. In the same month 
of 1938 the figure was 91 per cent. 
July, the report said, was chosen 
for the survey because it is the 
peak month for canned beer sales. 

In the 12-ounce sizes, the beer 
can’s share of the market has de- 
clined over 7 per cent from 1937 
to 1938 and a further 12 per cent 
from 1938 to 1939, it was asserted. 

In the 32-ounce size the glass 
portion of the market has rapidly 
increased in both years, jumping 30 
per cent in 1938 and a further 20 
per cent in 1939. The demand for 
half-gallon glass containers has re- 
mained constant, it was added, 
while steinies have shown a slight 
recession from 1938. 

The report also commented upon 
the success won by the “no-deposit”’ 
bottle which was offered generally 
to the industry in March. This bot- 
tle won 31 sponsors in eight states 
by July and accounted for 0.3 per 
cent of total packaged beer volume 
in that month. Fifty-five brewers 
have now adopted the bottle. 


New 32-Ounce Can 


On the basis of this survey, the 
association estimated that bottled 
beer will total 93 per cent of al) 
packaged beer for 1939. This per- 
centage would aggregate an esti- 
mated 23,715,000 barrels. The 
association also emphasized the as- 
sertion that “practically all of the 
increase in beer production in 1939, 
compared with 1937, is going into 
bottled beer rather than canned 
beer.” 

In classifying packaged beer sales 
during July, the report made this 
allotment: Export bottles, 52.7 per 
cent; steinie bottles, 27.5 per cent; 
12-ounce cans, 7.9 per cent; 32- 
ounce cans, 0.6 per cent; quart bot- 
tles, 6.3 per cent; half-gallon bottles, 
3.3 per cent; miscellaneous (glass), 
1.7 per cent. 

The larger size can is new this 
year, the report commented, and 
has helped in part to offset the de- 
cline in sales of canned beer. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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NOVEMBER SALES OF CHAIN STORES Tire Dealers Say 
‘> Gain 11 Months 11 Months ‘ Gain 
Nov., 1939 Nov... 1938 or Loss 19234 1938 or Loss 
; ; . 

Edisw: s 
Stores 1,858,574 $ 1,790,021 3.8 $ 22,173,445 $ 21,614,122 +2.6 rice u . al 

Grant, W. ‘4 9,316,353 8,623,562 7.9 84,493,405 79,317,505 +6.5 

Green, H 5,065,721 2,819,138 8.8 22,368,539 26,238,200 +8.1 

jJewe!l 1,991,911 1,851,749 7.6 22,588,264 21,755,377 +3.8 

Kresge, S. S. 13,087,690 12,634,731 +3.6 126,850,113 122,500,355 +3.5 0 e 0 ume 

Kress, S. H 7,295,439 6,613,162 +10.3 69,618,889 67,758,378 2.7 

tKroger Gro - 

& Baking Co. 19,692,184 18,273,293 Be 222,935,549 212,030,762 +35.1) 

Lerner Stor: 3,267,389 3,006,077 8.7 33,612,358 31,655,719 +6.2) Independents A sse rt 

McCrory = 
Store 3,622,092 3,186,117 13.7 35,538,619 33,065,366 +7.5 That Manufa cture rs 

McClella: 

Stores 1,936,306 1,881,671 + 2.9 18,609,488 17,970,696 +3.6 Have Hurt Sales The rates for this department are as follows: ar 
‘phy, G.c 19,201 3,594,051 17.4 39,122,270 34,967,224 +11.9 “Help Wanted, Positions Wanted, Representatives Wanted,” and 

eee apg rey os Gn hae aah. ses “Representatives Available,” 30 cents a line, minimum charge $1. Terms 

jNat’l Tea Co. 4,850,075 4,404,755 +10.1 51,795,627 50,861,952 +1.8 New York Dec 21.—The reaction cash with order. 

Neisner Bros 2,009,515 1,908,822 5.2 19,802,729 17,097,154 +15.8 h ail a d ;  t All other classifications (single insertion rates): % in., $2.75; 1 to 3 in, 

Newberry,J.J. 4,290,755 3,967,765 +8.1 13,207,646 40,264,324 +7.3|0f bot retailers and consumers t0| 4.75 per inch. 

Penney, J. C. 28,215,594 27,207,985 +3.7 238,918,796 219,033,463 +9.1|the drastic price reductions in tires 

ap sla OP ai sas | aeliaies 9.062.954 --5,0| stituted last month by major POSITIONS WANTED HELP WANTED 

Fy vedi 1,909,242 1,474,068 si a aaa a1 19,268,35 di manufacturers, has not been as -ERTISING SPACE SALESMAN Experienced steno-secretary, good at 

aees 30,251,395 28,415,496 46.5 353,972,064 337,879,479 +4.8| favorable as anticipated, according experienced man, wide acquaintance, fr caren” ucccatinag Wark aman 

Spiegel, In« 6,415,591 5,653,273 +13.5 46,331,833 $4,239,609 +4.7|to the National Association of In-| wants peers een ye of et Loop office. State details including 
oe oe : : , vind ing publication or position aS saleS-| salary. 

Sears, Roe ORS ll oes saat elias 4 eae dependent Tire Dealers, which has | (hy manager Eastern Office. = _ | Box 1989, ADVERTISING AGE, Chgo 
buck & Co. 56,426,119 49,264,622 1 eens | + just completed a survey on the/ Box 1931, ADVERTISING AGE, N. Y.|Soaionapndv> contact man with men 
falgreen (Co 5,761,905 5,533,547 63,287,937 60,349,298 + 4.$ F : ! + om : “ 

— + ee — ; ’| subject among its members. 4A agency relinquishing services of |Chandising ability and_ established 
é , Mont- : . é 3 : ; : aaabien . ie S eat oo ams 
gomery & The failure of the move to in-| very capable mechanical production esa neiaiae Wek teameeen , 
Se awiea $7,764,241 42,295,372 +12.9 §405,815,108  §350,960,427 +15.6| fluence sales volume for the better ees Fee ee ab — direct mail and the punch of a tele- 

Western Auto was attributed partly to the fact | vertising department of manufacturer. | £™4m- Over three million already. used 
: r Co 34 3,620,006 2 39,811,000 32,239,000 +23.5 e . . r " 4 tw success y. Exclus é 2cted, 

ee ee — — °| that the enormous tire buying that} Would be excellent opportunity for | No “competition.._ Protected accounts 
oc rr » DS « « ’ . a 2 od ny vas mn ’ 

- a °6.952.032 25.294,804 +6.5 266,500,308 253.915.105 --4.9| attended the deluge of “sales” last| view of possibility of filling produc- a pag ee gee Bagge th 
oe : as, Serres - —— ______. ____________ | summer has skimmed the cream off | tion managers job or with larger! Rox 1991, ADVERTISING AGE, Chgo 
Tot: 288,333,328 $263,624,6 +9.4 $2,790,756,700 $2,537,587,183 +10.¢ agency or m: acturer w m- 

Total .. .$288,333,328 $263,624,681 4 00 $ 8 '”.°) the market for the present. AMn|pjate adding an assistant production ONT CARDS 
ya, adverse effect of the latest reduc- | manager or assistant advertising man- 
‘Covers 4 and 48 weeks ended Dec, 2 


Covers 4 and 48 weeks ended Nov 


§Ten months. 
"Covers 4 and 


Chain Sales Show 
Gain of 9.4% 
tor November 


New York, Dec. 19.—Chain store | 
sales continued to gain in Novem- | 
ber, according to reports of 23 or- 
ganizations received by ADVERTISING 
AcE today. This group's sales totaled 
$288,333,328 for the month, a gain 
of 9.4 per cent over the $263,624 
reported last year. The increase in 
October was 11.1 per cent. 


Sears Up 14.5 Per Cent 


Among those whose percentage 
gains pointed to favorable holiday 
buying were Sears with an increase 


of 14.5; Ward, 12.9; Spiegel, 13.5, 
and National Tea, 10.1. 
All of the chains in the group 


reporting showed gains over 1938 
totals. Likewise, all are ahead in 
cumulative totals. Total 11-month 
sales to date are 10 per cent ahead 
of 1938. 

Others to report sizable gains for 
the month include Grant, 7.9 per | 
cent; Kress, 10.3 per cent; McCrory, 
13.7 per cent, and Murphy, 17.4 per 
cent. Figures for the individual 
stores are shown in the accompany- 
ing table. 


St. Regis to Hickerson 

Hotel St. Regis, New York, has 
appointed J. M. Hickerson, New 
York, to direct its account. The 
hotel’s restaurants, the Iridium | 
room and Hawaiian Maisonette, | 


will be promoted in class magazines 
and metropolitan newspapers. Other | 
advertising of the hotel will also | 
appear in magazines. 


14 weeks ended Dee 


Earnings of 
Advertisers 


| Swift & Co. 


Consolidated net income for the 
fiscal year ended Oct. 28 was $10,- 
321,523, as compared with a net loss 
of $3,493,978 in the preceding year. 
Sales, however, showed a decline of 
4.67 per cent, totaling $756,731,537 
in 1939, as compared with $793,- 
816,615 in 1938. 


New York Central 


Report for the ten months ended 
Oct. 31 shows a net loss of $1,554,- 
079 as compared with a net loss of 
$20,518,021 during the same period 
in 1938. Net income for October 
was $4,225,844 as compared with 
$915,102 in 1938. 


Rath Packing Company 

Net profit totaled $2,157,546 for 
the year ended Oct. 28 as compared 
with $1,334,443 in 1938. Net sales 
were $54,577,865 as compared with 
$47,920,092 in 1938. 


McKesson & Robbins 

Preliminary report showed No- 
vember sales of $13,266,782 as com- 
pared with $13,611,977 in 1938, a 
decline of 2.5 per cent. Sales of 
drugs and sundries increased 5.5 
per cent, while wine and liquor 
sales declined 18.3 per cent. 
Libby, McNeill & Libby 

Net income, including subsidiar- 
ies, for the period from Feb. 25 to 
Oct. 28, was $2,670,133 on gross 
sales of $49,685,061. 


Remington Rand 

Net profit for the quarter ended 
Sept. 30 was $201,831 as compared 
with $413,123 for the same period 
in 1938. Net sales were $10,509,613 
as compared with $10,042,628. 
Firestone Tire & Rubber 

Net income was $6,722,045 for the 
year ended Oct. 31, as compared 
with $5,258,041 in 1938. Sales es- 


When you call Atlas for rush photo- 

tat service a boy leaves the nearest 
locations within 2 minutes—Anc 
he will arrive at your desk in mini- 
mum traveling time—maybe panting, 
mut not late and full of apologies. 
You'll like the quality of AtlaService as 
much as the quality of AtlaStats. Phone 
WHlItehall 7575 


ATLAS Photo-STATS 


ot 5 


tablished a new record, totaling 
$160,119,022 which was a gain of 
12.9 per cent over the $141,882,681 
lin 1938 


|Cudahy Packing Company 

Net income for the fiscal year 
ended Oct. 28 was $860,293 as com- 
pared with a net loss of $2,953,895 


jin the preceding year. Net sales 
and operating revenues totaled 


$202,264,266 as 


$192,407,.537 in 


compared with 


1938 


Crampton to Ferry-Hanly 


. | New 
Company, New York, as vice-presi- 
ident 


MICHIGAN AVENUE 


| 
| 
j 


Savington Crampton, formerly a 
member of the editorial staff of 
Fortune, New York, and previously 
director of Wm. Esty & Co., 
York, has joined Ferry-Hanly 


| radio 


tions, according to the survey, is 
the feeling created among prospec- 
tive purchasers that the bottom of 
the market has not yet been reached 
and that it would be better to wait 
and see what happens next. 


Psychology Held Wrong 


Many dealers, it was said, failed 
to show enthusiasm for the manu- 
facturers’ announcements since they 
came at a time generally regarded 
as a seller’s market, in which price 
appeal was not needed as a stimu- 
lant to business. The advent of 
war in Europe had created mild 
“panic” buying and most dealers 
anticipated higher rather than lower 
prices. 

Much confusion was created 
among dealers who had taken ad- 
vance orders. Cancellations and 
requests for rebates flowed in, the 
report stated. Among the griev- 
ances also listed is that henceforth 
price announcements will mean 
nothing in the tire field, and that 
it will be difficult to raise prices in 
the future since they have been re- 
duced at a time when it was gen- 
erally believed that material costs 
were rising. 

Among the more posttive effects, 
the survey found that there will 
probably be less purchasing of re- 
built tires unless there is a price 
adjustment in that field, and that 
big distributors and chains will not 
be able to advertise “50 per cent 
off” and other bargain sales, now 
that list prices have come down. 


Muller Heads Maryland 
Campaign Committee 

E. Lester Muller, president of the 
Baltimore, Md., Better Business Bu- 
reau, has been named chairman of 
the committee which will be in 
charge of the state advertising pro- 
gram during 1940. Also named to the 
committee are Max Chambers, pub- 


lisher of the Crisfield Post. 
Mr. Chambers was sponsor of the 


| bill passed at the last session of the 


legislature which appropriated $15,- 
000 for the campaign. 


Jones Advanced by 
Kansas City Kansan 


Mark T. Jones, who has been 


|/national advertising manager of the 


Kansas City Kansan, has been ap- 
pointed advertising manager, suc- 
ceeding Knowlton Parker. 

Mr. Jones joined the Kansan in 
1923, coming from the State Jour- 
nal, Topeka. He became national 
advertising manager in 1934. 


Open Moore Associates 
William Scott Moore Associates 
has been established at 250 Park 
avenue, New York, as public rela- 
tions counsel coordinating advertis- 
ing with publicity. Mr. Moore was 
formerly president of Safety Sales 
Corporation, New York. 


Phibbs Adds Account 


Harry C. Phibbs Advertising 
Company, Chicago, has been ap- 
| pointed the agency for Nutrition 


Research 


cago 


Laboratories, Inc., Chi- 


age 


a a. 
3ox 1988, ADVERTISING AGE, Chgo. 


A sales promotion man, with 16 years 
of specialized experience in the food 
and beverage field is now available. 
His record of unusual results should 
interest a manufacturer or jobber 
who wants more profits from present 
efforts. His record includes the or- 
ganization of an operation that re- 
sulted in a million dollars of sales in 
the first year of a new product. 


A special promotion in a highly com- 
petitive field increased sales over 
600%. 


Present age 43, family man, residing 
in Middle West. Willing to go any- 
where. Will be happy to arrange for 
a personal interview. Write 

Box 1990, ADVERTISING AGE, Chgo. 


“FOTO-TONE” POST CARDS 
Newest, most economical method of 
displaying any product. Samples and 
prices on request. Graphic Arts 
Hamilton, Ohio. 


MISCELLANEOUS 

ADVERTISING LITERATURE 
Newest process reproduces all sorts 
Illustrated Advertising Literature, 
Promotional Material, House Organs 
Catalogs, Price Lists, Bulletins, Broad- 
sides, etc., etc., without expense of 
typesetting and cuts. 

SHORT RUNS WITHOUT PENALTY 
500 Copies (8%x11") $2.63 
Additional Hundred Copies only 22c 
All sizes available. Larger quantities 
even lower prices. Send for free 
samples and educational book. 


Laurel Process, 480 Canal St., N. Y.C. 


Benefit Cash Will 
Offset Drop in 


Farm Income 


Washington, D. C., Dec. 22.—The 
Bureau of Agricultural Economics 
today estimated that farm income 
from marketing of products would 
total $7,625,000,000 as compared 
with $7,627,000,000 in 1938, a decline 
which is offset by the increase in 
government benefit payments. 

Farmers’ income from this source, 
it was reported, totaled $675,000,000 
as compared with $482,000,000 in 
1938. Cash income is expected to 
average about $1,100 per farm. 

All of these totals show a substan- 
tial gain over figures for 1932, the 
worst year of the depression. In 
that year, farm income from mar- 
keting totaled $4,682,000,000. Cash 
income per farm was reported at 
$717. 

Excluded from the marketing in- 
come estimates is the value of prod- 
ucts retained for home consump- 
tion, believed to represent a _ total 
of $2,000,000,000. A similar amount 
was received from non - farm 


sources, the Bureau reported. 


lisher of the Preston and Dorchester | 
News, and Joseph S. McGrath, pub- 


Ferri Elected President 


Pasquale Ferri, formerly first 
vice-president and _ director, has 
been elected president of Lion 


3rewery of New York City. He 
joined the company in 1903 as a 
|junior clerk. His predecessor as 
| president, F. R. Couldert, is now a 
state senator. 


Koellisch with Agency 

J. F. Koellisch has joined Lee- 
Stockman, Inc., New York. The 
former editor of Plumbing and 
Heating Trade Journal will be pub- 
licity director and account execu- 
tive, specializing in building equip- 
ment and allied lines. 


Schoneman - Hening Agency, 
Philadelphia, has taken larger quar- 
lters in its former building at 1211 
Chestnut street. The telephone 
number is Rittenhouse 8292. 


Moitoret Heads Club 


Anthony F. Moitoret, of Braun & 
Co., public relations, was elected 
| president of the Seattle Advertising 
j}and Sales Club at the annual meet- 
| ing 


Coming 
Conventions 


Dec. 27-29. Semi-annual meet- 
ing American Marketing Associa- 
tion, Bellevue - Stratford Hotel, 
Philadelphia. 

Jan. 12-13. Annual Western Con- 
ference, Public Utilities Advertising 


! 


Association, Hotel Cosmopolitan, 
Denver. 
Feb. 20-21. Annual meeting, In- 


land Daily Press Association, Hotel 
Sherman, Chicago. 

March 26-29. Annual Packaging 
Exposition and Conference, Hotel 
Astor, New York. 

June 4-7. Annual convention, 
Lithographers National Association, 
Del Monte, Cal. 


Lewis to Direct 
Globe Stove Sales | 

E. W. Lewis has been appointed 
to the new post of director of sales 
by Globe Stove & Range Company, 
Kokomo, Ind. 

Mr. Lewis, who was for many 
years director of sales for the De- 
troit Vapor Stove Company, will be 
in general charge of the entire sales 
and advertising program. 


Bolta Appoints Snow 

Bolta Company, Lawrence, Mass 
has appointed Cory Snow, Inc., Bos 
ton, as its agency. The company 
formerly in the rubber field, bh 
added plastics. Cooperative news 
paper advertising and trade pape 
will be used, with the possible add- 
tion of direct mail. 


Davidson Opens 

William Davidson has opened 
advertising agency at 417 S. 
street, Los Angeles. He was for 
merly a time salesman for Statior 
KRKD. 


Klein Joins Waters ’ 

Julius L. Klein, formerly Ww 
Gussow, Kahn & Co., New York, ha 
joined Norman D. Waters & A* 


sociates, New York. 
—— i 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographin¢ 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash #* 
CHICAGO 
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Index of Retail Activity i in 79 Important 


NAMED PUBLISHER 


Aylesworth Leaves 


hte ge 


reeks 


‘World-Tel ,, 
oria-ieliegram ; 
Markets Name Macneish 
*. i. ae . 4 s , , = ‘ , 33 
Based on total retail advertising volume in all newspapers in each city. New York, Dec. 20 -—— Merlin H. 
' d oT Publicati I | Aylesworth, publisher of the New 
(Copyright, 1939, by Advertising Publications, nc.) | York World-Telegram since March 
| 31, 1938, resigned 
‘y this week, effec- 
s | tive Dec. 31, to 
— RETAIL ACTIVITY jreturn to the 
= +20 in MAJOR MARKETS practice of law. 
and +15 a last — ide “i. ~~ 
Week by week ‘es > g 
Perms 
+10 Total variation 9 editor of the 
} in, +5 | iim JN your to date paper has ap- 
— y pointed Noel S. 
LAST a ~- ea cow Macneish,  busi- 
—— | AT La ness Manager, 
dad at -§ 
take " | to succeed Mr. M. H. Aylesworth 
mall | Awlacw . ac 
ding -10 Aylesworth as . | 
| |head of the advertising, business 
go. -15 | (and circulation departments. 
shed Hu | | A spectacular success as a lawyer 
new 1 | 14 21 28 4 1 18 25 2 9 16 23 30 |!in his youth, Mr. Aylesworth’s de- 
eae: a “4 a mae we “ . icision to reenter that field coir- 
used JANUARY OCTOBER NOVEMBER DECEMBER N. S. Macneish cided with his admission to the New 
a York Bar at brief ceremonies held 
s the here today. Before entering the 
ayer % Gain % Gain N W Fi d ey , 7eare : > 
‘hgo 50-Week 50-Week 50-Week eetase of Lam . e spaper inas | newspapel! nse two Rcteronbd = 
a Period Period Period 1939 i939 Week Week % Gain I + h D | was successi\ ely a awye , ’ 
Ended Ended Ended over over Ended Ended or | t oug to ra * executive, trade association head, 
City Dec. 18,1937 Dee. 17,1988 Dee. 16, 1939 19371938 Dec. 17, 1938 w..-7 16, 1939 Loss | radio pioneer and movie magnate. 
d of ikron, O. ....-. ve e+e 16,086,253 11,466,510 %, 183,707 —39.2 -14.7 BOS, 983 298,8¢ 3.3 City Into Its Net 
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= Baltimore, Md._--.--- cea at le | on all os i PO untaxed cigarettes from New Jersey | Law School at 20, he was appointed 
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t Rock, Ark.. 9,471,238 9,262,052 9,223,703 -2.6 ==), 4 270,326 293,958 18.7 P ; a 

, In- Angeles, Cal...... 25,546,420 23,339,379 24,826,937 2.8 + 6.4 754,280 $63,401 +14.5 | “confession. | Mr. Macneish, who is only 40 
Hotel i ae . 16,106,447 14,080,433 14,719,755 8.6 + 4.5 455,772 515,086 + 13.0 | Arrests “Outrageous” years old and a native of Scotland 
: ae 9,784,642 8,130,362 8,207,306 16.1 0.9 248,528 264,712 + 6.5 | a . ‘ ’ 
= “WwTay. — ——— — Ww = “TUT - arrived in this country in 1921. A 

- Manchester, N. H 3,823,758 3,645,854 3,790,975 0.9 + 4.0 117,908 137,876 + 16.9 | . 2° efi ‘ia ointed out by : re 
iging Memphis. Tenn. 12'220'070 11,434,052 12.191.410 ~0),2 + 6.6 193,316 394,688 $0.3 | The wae editoris A Fae been | Year later he landed a job in the 
Hote! Milwaukee, Wis. 18,280,540 15,191,053 14,503,585 20.7 —4.5 527,366 493,328 6.5 | that numerous arrests Nné | general management office of the 

Minneapolis, Minn, ... 14,587,249 13,404,045 13,504,456 -7.4 0.7 359,018 391,598 +%.1 |made—all of them outrageous in | Scripps-Howard newspapers, as as- 
ition Nassau County, L.1., N.Y. 2,538,307 2,423,019 __ 2,711, S93 __+6.8 +1 1.9 84,734 103,345 _ , + 22.0 our opinion,” and that its purpose | sisteat te Roy Howard's secretary. 
ation New Bedford, Mass.... 3,386,978 3,109,652 3,131,516 ~7.6 +O.7 107,884 97,482 —%.7 lin seeking the arrest of one of its In 1923 he became Mr Howard’s 

Ne Hayen, Conn..... 9,368,400 8,990,342 9,116,674 —2.7 +14 247,086 259,882 +5.2 | a te i a a maki a. =e 

New Orleans, La....... 20,420,000 19,148,399 19,694,892 ~3.6 + 2.8 653,501 687,069 5.1 {employes is to mae 8 are Ys ‘secretary and remained as chief 

New York, N. Y... 66,298,522 59,829,192 59,322,036 10.5 0.9 1,926,432 1,982,299 +2.9|which would be carried to the| Jig. to the publisher in the years 

brooklyn, N. ¥..... 6,067,751 — 4,746,574 S.859,080 36.4 18.7 113,390 92,351 = —18.6 | United States Supreme Court if that followed. When the New York 

Norfolk, Va. 9,574,586 9,332,316 4,463,076 1.2 1.4 269,948 289,114 +7.1 |mecessary. Telegram was acquired by Scripps- 

trakland, Cal 7,902,523: 7,313,157 8,243,602 4.5 + 12.7 243,785 504,519 $24.9 | . : ‘“ases are alre: } , 
inted Oklahoma City, Okla.. 12,! 590, ¢90 11,616,254 6807.78 10.1 24.2 $32,178 227,090 28.6 | a “- _ ‘beim Se Howard in 1927 Mr. Howard took 
sales Omaha, Neb 6,087,001 6,107,2 5874, 556 3. “3.8 182,133 194,656 + 6.9 | Pending. oa . he ar- | Over active charge as publisher and 
yany Orem, EEE. 11,858,938 10,352,572 11,120,791 —6.2 a4 $37,645 404,012 +19.7 | ADVERTISING AGE, following the ar-|y7 Niacneish continued as his 
ae Vhiladelphia, Pa. . 30,53 32.226 27,055,880 27,905, ; 27K = 7 3.1, 847,205 948,259 +119 rest of a member of its staff, K. C. | assistant. 
matty Vhoenix, Ariz 7,506,338 7,678,144 7,531,242 + 0.33 1.4 202,090 224,208 11.0 Crain. Although Mr. Crain was the | In 1929 he was appointed assist- 

De- Guna daa yee yt git cane “~ 9 nye cosvene **4 | first to refuse to plead guilty and |. blisher and business manager 
. Portland, Ore, ‘ = .748,500 11,636,442 12,247,755 3.9 b 301,952 316,624 +49 | and a trial ity officials st- ant publisher an usiness ma ag 
ill be i. es See .. 10,984,942 9,570,947 10,005, 883 —8.9 4.5 266,000 305,564 + 14.9 | deman = re fees 4 J 15 mi = = int wlio 
sales chmond, Va. 13,373,696 12,212,536 12,711,794 es ~ $04, 264 $ii.362 + ).8 | Poned his trial until Jan. 1 , "| capacity he continued throughout 

hester, N. ¥ 17,499,821 14,608,490 15, 13.4 3.8 163,859 $97,044 +7.2 |other test, brought by a Miss Ruth Mr. Aylesworth’s regime. 
Island-Moline 9,057,417 8,215,438 S, 41 0.2 195,328 231,868 18.7 | Anderson, is being pushed instead. ‘ 

kford, Ill 5,26 1,998 7,599,158 7 14 1.0 222,600 242,060 + 8.7 | Although studiously avoiding the 

ramento, Cal 8,631,717 7.920, 631 # 4.3 4.3 245,756 261,870 + 6.6 t of a News employe city in 

ec _ _ Ee _ aa a cides 7 + both a arres ( . ne > 2. . ~ 
Mass Antonio, Tex 6,473,246 6,444,152 7,338 +13.4 13.9 218,284 252,977 + 15.9 a_i rs ¢ ne “ontinui their war on | i iideeel een 
, Bos- s Diego, Cal 13,917,810 12,752,650 12,905,265 7.2 $1.2 385,756 854,172 sy | Spectors are continuing . 
pan} ttle, Wash 10,206,804 1,872,171 11,520,012 12.9 16 283.010 299.754 +5.9 |New York residents who travel to 
, has ith Bend, Ind 4.341.552 7,112,001 5.259.910 $3.7 26.1 221,126 164,787 25.2 | Jersey to stock up on cigarettes. 
news: sane, Wash. 1,415,470 4,217,462 6,689,672 16.9 —10.1 £00,522 182,182 * |Many arrests have been made dur- Fetters 
aper> ] ouis, Mo. 19,408,710 17,647,900 1X. 001 “405 7? -? 0 513.870 559,205 -&.8 ing the past week, including a truck 
addi- Paul, Minn 12,876,991 11,039,947 10,812,324 16.0 2.1 203,737 224,464 10.5 |. § y : 

"289 | driver t by his employer to 
ma, Wash 5,975,004 6.289.872 04 5.3 165,802 183,960 11.0 river sen y : ploy 
pa, Fla 6,093,864 6,859,426 9.2 12.6 213,892 257,110 20.2 |Jersey to purchase a supply of 
nto, Ont., 17,352,888 16,107,957 17.7 7.2 549,470 532,857 5.0 |cigarettes for distribution among 
od af y, N a 4,088,392 1,482,906 +34 +9.6 131,992 163,380 + 23.8 |employes as Christmas gifts. 

Hil = OKla f 9,103,868 rere 9.1 1 > 266,714 264, 796 =—() 7 In her attempt to be arrested 

A hington, D 87, 3 35,089,229 14,162,769 —.5 —2.7 1,202,206 1,147,790 —4.5 Doherty talked to : 
for ngstown, O 8,996,111 7,278,529 7,638,961 15.1 5.0 215,268 250,702 16.5 | today, ager teed 4 y 4 - nd a 
ation —$<$$———_ . . — — —_——— = — state tax official who to er that 

Potal 1,025,149,199 917,510,105 — 931,703,842 9.1 +15 28,722,087 30,415,981 - +5.9 her purchase was legal as far as 
I yan Times Press discontinued Aug. 28, 1938. the state tax law is concerned, if 
. lage of daily American, now combined with Record eliminated from 1938 totals ’ -igar s wer 

suffalo Times discontinued Aug. 1, 1939 she could need gee Cigaretinn vere 

wit! i hicago Herald & Examiner discontinued Aug. 28, 1929 for her personal use. 
ie. has Milwaukee News discontinued Jan. 14, 1939 
° aa. Oklahoma News disconti: ued Feb. 24, 1929 ———— 

As . ° . ! aytllag . . 

News-Times disc ontinued Dec. 28, 1938 Morris Paper Mills 
* Spokane Press discontinued Mar: h 18, 1939 . H . 
— R St. Paul Daily News discontinued April 36, 1938 Appoints eineman 
" San Diego Sun suspended publication Nov. 25. 1939. | ; j icé 
cE Linage not available due to me rger. All figures deducted from totals | Morris Paper Mills, Chicago, 
manufacturer of ice cream contain- WORLD a HERALD 
. Sc_=s=e={Tsqsqpq=@=@=—=——~”— SSS —== —— —SSS ers and paper boxes, has placed its 
r-In | os : 
r ds | Win jadvertising account with Ralph , 
1 tion epresentatives 
ing Ad Soilicide ine Remaite' to Frost Broeder to Move | Heineman Advertising Agency, Chi- He ouetna 4 ane, ma 
Federated Sales Service, Boston. Harry M. Frost Company, Boston,| Clifford F. Broeder Advertising | cago. Radic Stati lll 
nc. 3 has been appointed marketing coun-|has been named agency for the | Agency, St. Louis, wil occupy new} A schedule has been placed in om © ee ee tee 
h 9655 +s for Soilicide Laboratories, Upper | Supreme Wine Company, Boston. | quarters in the Continental build- | papers reaching the ice cream in- 
fontclair, N. J. Ed Young is account executive. |ing on Jan. 1. | dustry. Vo eA CPP ee 
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Pleaded Guilty 
When ‘Fix’ Failed, 
Tower Executive Says 


(Continued from Page 1) 
date. The case is expected to go to 
the jury next week. 

Mr. Gerdes, a_ certified public 
accountant, who has been working 
on the Tower case since February, 
1937, told of a double set of books 
at Tower, one of which he claimed 
contained the actual circulation fig- 
ures as attested by the records of 
the Woolworth Company, distribu- 
tor for the Tower group, and an- 
other which he termed a dummy 
set of figures supplied to the Audit 
Bureau of Circulations. 

Mr. Gerdes declared that in 1933, 
when the circulation guarantee was 
1,250,000 copies per month and the 
ABC audit showed average monthly 
distribution of 1,233,555 copies, 
actual average sales 
only 748,435. 


amounted to | 


In 1934, when the guarantee had | 


been raised to 1,275,000, the ABC 


audit showed sales of 1,237,624, he | 


testified. Actual average 
tion, according to Mr. Gerdes, was 
797,602 copies. He recited similar 
statistics for 1935, in September of 
which year final issues of Tower 
magazines were published. 


34 Billing Topped $1,000,000 


Tower advertising revenue, he 
said, amounted to $987,830 in 1933, 
$1,029,094 in 1934, and $760,666 for 
the nine months of operation in 
1935. Counting the comparatively 
small rebates which Tower paid for 
failing to meet its circulation guar- 
antee, he testified that an addi- 
tional $383,406 should have been 
paid in rebates in 1933; $357,852 in 
1934, and $217,401 in the first six 
months of 1935. 

Much of the testimony of former 
Tower employes on the stand this 
week centered around the subject 
of expense accounts, which United 
States Attorney Robert E. Pratt has 
attempted to show were misused. 

James J. Featherstone, who 
served his sister-in-law Catherine 
McNelis, Tower publisher and one 
of the three defendants, as a con- 
tact man, was questioned thor- 
oughly on this subject. He testified 
that Joseph P. Flynn, Tower busi- 
ness manager and another defend- 
ant, instructed him to raise the 
amounts listed on his expense ac- 
counts following trips. Mr. Feather- 
stone declared that he did not 
receive the additional money. 

It was brought out in cross-ex- 
amination by Archibald Palmer, 
attorney for Miss McNelis and Mr. 
Flynn, that Mr. Featherstone had 
quarreled with Miss McNelis two 
years ago. It was also brought out 
that large expense accounts are 
customary in the publishing busi- 
ness. 

Celia Carlson, former secretary to 
Mr. Flynn at Tower, told of strange 
doings in connection with the mak- 
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A series of “family secrets" is the copy 

theme for Rumford's baking powder cam- 

paign in newspapers. The quirks of dif- 

ferent personalities are cited, but all 

agree on the merits of Rumford as a 
cake ingredient. 


ing out of checks. She was ordered 
by Mr. Flynn, she said, to have four 
checks drawn in the pen names of 
certain Tower authors. Two of 
these she endorsed by disguising 
her own handwriting. She said 
Mr. Flynn countersigned them and 
cashed them. The other two she 
refused to sign, she said, for she 
realized what she was doing. They 
were burned in the presence of 
Mr. Low, she testified. 

Miss Carlson was also questioned 
on non-delivery of printing by Mer- 
cantile Press, which was operated 
by Francis Flynn, a brother of the 
defendant. She mentioned several 
cases in which checks were drawn 
to pay for printing supplies which 
she could find no record of having 
received. She seldom mentioned 
this to Mr. Flynn, she said, because 
it “was a delicate subject.” 


Bookkeeper Testifies 


Arthur C. Coument, a former 
Tower bookkeeper under Mr. Low, 
was another witness. He testified 
that upon one occasion he refused 
to make an entry, which he believed 
to be fraudulent. It was later 
entered. He declared that Mr. Low 
had told him to make all entries 
authorized by Mr. Flynn or John P. 
McNelis, former vice-president and 
circulation manager, who is the 
third defendant. 

Defense attorney Palmer made 
one of his frequent attempts to 
bring up the name of F. M. Kirby, 
Woolworth executive and backer of 
Tower, in cross examining Mr. Cou- 
ment. The federal attorney objected 


strenuously and Judge Clarence 
Galston forbade mention of Mr. 
Kirby. 

Another important government 
witness was an FBI handwriting 
expert. He testified that the copy 
of the letter which the ABC ac- 


cepted in 1933 as substantiation of 
1932 Tower circulation claims was 
a forgery. It was signed by O. S 
Douglas, Jr., a Woolworth execu- 
tive. Charts were used by the wit- 
ness to show the jury alleged dis- 
crepancies between the real signa- 
ture of Mr. Douglas and that which 
was signed to the letter, a photo- 
static copy of which went to ABC 


Phelps Principal in 
Matteson-Forgarty-Jordan 
Norman J. Phelps has resigned 
as vice-president of Buchanan & 
Co., Chicago, to become one of the 
principal executives of Matteson- 
Fogarty-Jordan Company, Chicago, 


effective Jan. 1. 
Mr. Phelps has handled the ac- 


count of Associated Distributors, 

,Inc., Chicago, marketer of Tattoo 

;}cosmetics and other beauty prod- 

}ucts 

To Ketchum, MacLeod 
Harry Stanley has joined 


Ketchum, MacLeod & Grove, Pitts- 
burgh, as account executive. He 
was formerly advertising manager 
of Hagan Corporation, Pittsburgh, 
and later with Ketchum, Inc., pub- 
lic relations organization 


AMA Council Raps — 


‘Misleading’ Copy 
on Food Products 


(Continued from Page 1) 
which discusses the work of the 
Council and goes into considerable 
detail regarding its attitude toward 
| ‘vague and inaccurate” copy claims. 
| Listed first among those frequently 


|encountered are claims of ‘“‘clinical* 


| experience.” 

| “Vague claims for foods,” the 
| Council asserts, “such as ‘clinical 
| experience with XYZ has demon- 
| strated its efficiency,’ are not infor- 
|mative either to the public or to 
the physicians and because of mis- 
| leading therapeutic implications are 
objectionable. 


“Vague” Claims Analyzed 
“Such claims should state what 
clinical experience with the foods 
has demonstrated; they should be 
supported by actual experience of 
physicians. Claims regarding clini- 
cal experience are justified only if 
specific and supported by sufficient 
evidence.” 

Another attack is unleashed by 
the AMA against “questionnaire 
evidence,” a technique which has 
been employed by more than a few 
advertisers in food and other lines. 

“Questionnaires,” says the Coun- 
cil, “are of scientific value only 
when motivated by a sincere desire 


rather than by self-centered inter- 
ests or personal gain, and when the 
persons participating are carefully 
selected and represent those who 
are scientifically and otherwise 
qualified to express an unbiased, 
thoroughly scientific opinion in 
keeping with established knowl- 
edge.” 

The Council urges that the use of 
questionnaires for obtaining infor- 
mation and data from the medical 
profession or the public for adver- 
tising purposes be “discouraged.” It 
charges that such information is 
given “undue and unwarranted im- 
portance and significance by the 
public,” and that it therefore be- 
comes “misinformative and mis- 
leading.” 

Also taken to task are advertisers 
prone to use “recommendations” in 
copy. “Vague claims of recommen- 
dation, approval or use by physi- 
cians, health or medical authorities, 
nurses, dietitians, hospitals and 
sanatoriums for specific foods and 
statements of similar import in food 
advertising are misinformative.” 

Testimonials from those unquali- 
fied to express a scientific opinion 
are also criticized by the Council. 
Even those which are accompanied 
by the writer’s name and are used 
with his permission are frowned 
upon. 


Hits Self-Treatment 


Any copy which encourages the 
public to practise self-diagnosis and 
self-treatment for disease, obesity 
or other abnormal states also comes 
under the ban. “Advertising dealing 
with treatment of disease or nutri- 
tion of the sick, or recommending 
any special type of diet should be 
directed exclusively to physicians 
and, when not part of medical pub- 
lications, should conspicuously beat 
the phrase ‘For physicians only,’ 01 
its equivalent,” the Council de- 
| clares. 

The Council also reveals that it 
is quick to pierce the 
illusion created by any copywriter 
who chooses to stick to the letter of 
fact, although creating a totally 
different impression on the average 
reader. 
| “These claims,” it alleges, “are so 
constructed grammatically as_ to 
connect the stated values with the 
advertised food, whereas = such 
values in large part are provided by 
the other products of the mixture 
This trick grammatical structure is 
|illustrated by the statement: ‘XYZ 
made with hot milk is not only deli- 
cious but nourishing. It is rich in 
the proteins, fats, carbohydrates 
j}and minerals children should have.’ 


“The antecedent of ‘it’ is XYZ: 
the grammatical structure incor- 
= are 


for truth or unbiased expert opinion | 


purposeful | 


» f 


F you're tired of watching 

your radiator toss off a quart 
of anti-freeze without even a 
gurgle, then it's time you tried 
the new Shell Anti-Freeze. 

Because it contains an ingre- 
dient that is especially designed 
to cut down evaporation loss. 
the new Sheli Anti-Freeze saves 
you much of the expense and 
annoyance of constantly having 
to add anti-freeze, It gives you 
sure protection with fewer feed- 


inti-freeze today 


parts. 


— = 


rectly makes XYZ the source of the 
fats, carbohydrates, minerals and 
proteins children’ should have. 
Claims of this character to all 
appearances are planned to trick 
the reader.” 

The Council also deals briefly 
with use of the word “energy,” 
pointing out that all foods, save 
simple minerals and water contain 
chemical energy but that this 
should not be confused with the 
popular usage signifying “activity, 
vitality, strength, vigor or endur- 
ance.” 


“Blood Building” Taboo 


“Blood building’ claims should 
be excluded from food advertising, 
the Council declares, along with 
claims that mastication of specific 
foods “keeps the teeth and gums 
clean and healthy.” 

It also charges that food adver- 
tising abounds with vague “resist- 
ance” claims, emphasizing that re- 
sistance depends upon many other 
factors than diet or any one dietary 
essential. 

Far from forgotten are the “vita- 


min” claims found profitable by 
many food advertisers. “Indefinite 
or general vitamin claims,” says 


the Council, “are noninformative 
and misleading and do not permit 
a distinction between foods as 
sources of the respective vitamins.” 
Specific information as to the vita- 
min unitage in numerical quanti- 
ties per gram and per ounce if de- 
sired are approved. 

Not infrequently seen in adver- 
tising copy are the words “acidosis,”’ 
“acidity and “acid.”” These and such 
other phrases as “adequate,” “sci- 
entifically balanced” and “cream” 
are raked gently over the coals by 
the Council, chiefly on the basis 
that they create the wrong impres- 
sion in the mind of the public and, 
in many instances, are without any 
| meaning whatsoever. 

Although the book is designed for 
the non-medical reader, it will not 
| be sold except by mail through the 


AMA office here. It is priced at 
$2. It will be advertised in both 
Hygeia and the Journal of the 


American Medical Association 


Contest Entries Close 


Final date for entries in the 1939 | 


Annual Advertising Awards is Dec 
30 at 5 p.m. More than 1,000 en- 
tries are expected 
“Liberty” Has New Rates 
Liberty has issued a new rate 
card, No. 22, effective Jan. 6. Rates 
on inside cover positions and on 
half pages have been increased. 


HARDLY A MASCULINE JOB 


New SHELL Anti-Freeze cuts down boil-away 
— gives full protection with fewer feedings 


llave your Shell dealer put in 
this long-lasting, economical 


In coldest weather, 
SHELL Anti-Freeze protects! 
Shell Anti-Freeze prevents the 
formation of destructive solid 
ice in the coldest winter weath- 
er. It prevents rust and corro- 
sion. Has no,objectionable odor. 
Harmless to cooling system / 


Shell decks out its copy subject with a nurse's cap and a baby bottle to empha- 
size the fact that it isn't necessary to ‘nurse your radiator this winter." 


is appearing in newspapers throughout the country. 


December 25, 1939 
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Chicago Art Center 
Plans Design Course 
Art Center, Chicago, will sponsor 
a three-phase course in design be- 
ginning Jan. 2. Four lectures will 
be given by Taylor Poore, designer 
and illustrator, on basic design, and 
a similar number will be presented 
by Sidney Wells, art director of 
McCann-Erickson, Inc., on design 
in advertising layout. 
Robert Sidney Dickens, industrial 
designer, will present the final four 
lectures on design in packaging. 
Applications for enrollment may be 
addressed to Art Center, 410 S. 
Michigan avenue. 


Westinghouse Again 
at New York Fair 


Westinghouse Electric & Mfg. 
Company, Pittsburgh, will again 
exhibit at the New York World Fair 


in 1940, Andrew W. Robertson, 
board chairman, announced last 
week. 


Mr. Robertson said that one- 
fourth of the 26,000,000 fair visitors 
inspected the Westinghouse exhibit 
in 1939. The exhibit will undergo 
a face lifting for 1940. 


Join Sweeney List 

Two Massachusetts weeklies, 
Hyde Park Gazette-Times and Mat- 
tapan-Milton News, have appointed 
John M. Sweeney Company, Boston, 
as New England national repre- 
sentative. 


A “Sound” Investment 
for 1940: 


WFBR reaches more Mary- 
land ears, more often... 


WFBR results pay extra 


dividends to advertisers! 


NATIONAL REPRESENTATIVES 
_ EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 
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GRUEN JOINS DEALERS IN SPECIAL PROMOTION 
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ug never late, he wears a 


Gruen Watch Company, in cooperation with 300 dealers sponsors this striking 
poster which appears in 1,300 locations. McCann-Erickson prepared the poster. 


Made from the melo 
thet grews on trees 


BITTERS STEP OUT OF SUPPORTING ROLE 
re wee: ' 


The new Vanti Pa-Pi-A beverage will uti- 
lize this display to popularize the prod- 
uct. Life-size papaya melons, from which 


the drink is made, are reproduced This "spirit of '93" creation is a dramatization of the wasp waist as conceived 

against the tropical background. Erwin, by H. W. Gossard Company, Chicago. The garment was produced on Union 

Wasey & Co. is the agency. Einson-Free- Special Machine Company equipment. The photograph was taken by Grignon 
man Company produced the unit. Studios, Chicago. 


NEW ENGLAND VILLAGE FEATURED IN CALIFORNIA 


gooe® eal 
\ 
a of the secondary importance hitherto attributed to Angostura bitters, Henry Pease, enterprising San Francisco Tide Water Associated service station operator, is drawing customers with this 
'940 copy will bring the product into the foreground with strong emphasis unusual holiday display. The scene atop the station depicts a typical New England village in winter with St. Nick headed 
placed on its role as a "must" in mixed drinks. (Story on Page 19.) downward from the snow-capped mountain. Concealed loud speakers in the village church bring carols to passing motorists. 
LIFE-SIZE CUTOUT DRAMATIZES HOLIDAY PACKAGING HOLIDAY SPIRIT AT THE COLGATE PLANT 
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gt its Christmas package design on a large scale, A. Sensenbrenner Sons, West Coast cigar distributors, employs 

tol i = coach-and-four in conjunction with its Santa Fe cigar spectacular on Los Angeles’ Wilshire Boulevard. The 

a ho placed in front of the poster stands out in ivory against a gay red background. Attention power of the spectac- 
's enhanced through its combination of light, color and motion, the latter being achieved by a motor attached to the 


wheels. Erwin, Wasey & Co. was in charge of preparing the promotion which has attracted much comment from holiday 


Roy W. Peet (left), Colgate-Palmolive-Peet advertising manager, and Vincent 
a ey Manka, @ member of the staff, are ready with gifts for neighborhood children. 
minded citizens. With them is Bess Johnson, star of the Palmolive radio show. 
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Where Buying Power 
Is Highest in Texas 


Buying Income 
Map based on 
Seles Management's 
Survey of Buying 
Power for the 


year 1938 

Wheneve you map Texas to show location 
ind intensity of Population, Buying Power, 
Retail Sales, Aut Registrations, Value of 
Farm Land and Buildings you get a 
ecurring pattern which coincides with the 
eaviest circulation coverage of The Dallas 
Morning News 

Over 90° of The News’ subscribers live 

th re f concentratior 


John B. Woodward, 
Inc. T h e 


Representatives 


SELL THE READERS OF THE NEWS AND YOU HAVE SOLD THE DALLAS MARKET 
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Or ei i a ce 


Take a market of a million anda third people—any market-area in America. 
That’s a ‘“Dallas-Sized”” market—about the same number of families as live 
in Texas’ Major Market—the “Dallas-ized” one-tenth of Texas. 

(This is the one-tenth that contains one-fourth of the State’s population and 


wealth. ) 


Not more than a half-dozen such market-areas—in all America—equal this 


area in average per-family spendable income. Buying power!* 


And not ove other such market pays reader-tribute to ONE newspaper as 


whole-heartedly as does this market to The Dallas News every morning. 


‘In “Sales Management's” Annual Survey of Buying 
Power and other similar surveys the Dallas market is 
rated consistently among the first five or six in the 
country 


Dallas Morning News 


Texas’ Leading 
Newspaper 
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